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Rough Proofs 


Mark Twain used to say that a dog 
has fleas to keep him from worrying 
about being a dog, but after looking 
over the current advertising, one is 
justified in suspecting that the ar- 
rangement was made to supply a 
market for the soap manufacturers. 
— Se eS 


Chicago’s Judge David (not Solo- 
mon) decided that Miss Sally Rand, 
world’s fair dancer whose costume 
consists of two fans, may continue 
her performance without let or hin- 
drance from his court. With the 
weather so hot, Sally might even dis- 
card one of the fans. 
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From a New Yorker ad: 

“For sale, to museum, private col- 
lector or amateur, a four-piece ster- 
ling silver tea set, made by hand 
from original pattern by James 
Thomson in 1835. In same New 
York family for five generations. 
Excellent condition (the silver).” 
How about the family? 
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In a reminiscent mood on its forty- 
fifth birthday, Printers’ Ink re- 
marked that in 1888 “men were 
searching Africa for the lost ex- 
plorer Stanley.” 

Dr. Livingston would have been 
surprised to hear about this. 
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Walter Winchell has now reached 
the point where he is predicting 
blessed events by day and date. This 
is striving for exactitude in forecast- 
ing that not even the weather bu- 
reau hopes to equal. 
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The Saturday Evening Post for 
July 15 contained two mentions of 
the New York Times and one of the 
World-Telegram. The boys on the 
Evening Post seem to have a kick 
coming. 
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Dr. Seuss admits that trying to 
make people laugh and to sell them 
a product at the same time is kinda 
hard. And besides, there is only one 
Dr. Seuss. 
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Libby, McNeill & Libby, according 
to the labels reproduced in ADVERTIS- 
ING AGE, have been making and selling 
corned beef for over sixty years. 
And not one of them says anything 
about Jiggs or “Bringing Up Fa- 
ther.” 
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That big campaign to advertise 
the South we have been hearing so 
much about is going to be centered 
in Southern newspapers. Did you 
ever hear of a Southerner who 
needed to be sold on the virtues of 
that section? 
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“Chase & Sanborn’s Tea makes life 
more charming.” And so do the 
charming people in the Chase & San- 
born Tea advertisements. 

, FF F 


After hearing Gen. Italo Balbo re- 
spond to America’s welcome “in the 
name of my chief, Mussolini,” one 
wonders if King Victor Emmanuel 
wouldn’t be a fair prospect for some 
good advertising agency. 

7 = + 


It must be tough to be king in a 
country where the dictator gets all 
the publicity. 
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They’re talking about writing a 
poem in honor of Babe Ruth. It 
ought to be something about “Homer, 
Sweet Homer.” 

Copy Cups. 


HUGE PUBLICITY 
DRIVE TO BACK 
BLANKET CODES 


War-Time Methods Will Be 
Used by N. 1. R.A, 


Washington, D. C., July 21.—With 
the adoption of a blanket code for 
all industry by President Roosevelt, 
the national recovery administration 
will launch an advertising and pub- 
licity drive reminiscent of the drives 
which aided so greatly in the sale of 
Liberty Bonds during the war. 

Although complete plans have 
not yet been completed, observers 
here look for the organization of a 
propaganda machine which will 
function as intensely as that devel- 
oped during the war, and which will 
make use of every conceivable aid in 
regimenting the support of both 
business and the public behind the 
new plan. 

It is planned to set up state and 
local boards, to give badges and 
emblems to employers who sign the 
pact, and similar badges to consum- 
ers who agree to patronize only 
stores and industries which have 
agreed to cooperate. 

The agreement, which is scheduled 
to be in effect for five months, from 
Aug. 1 to the end of the year, pro- 
vides for adoption of minimum wage 
and maximum hour schedules by all 
branches of industry and business, 
agreement not to raise prices beyond 
limits necessitated by rising costs, 
to abolish child labor, and numerous 
other items, even down to the num- 
ber of hours during which retail 
stores shall remain open. 


Will Use Full Powers 


Although adoption of the code is 
declared to be entirely voluntary, 
President Roosevelt has indicated 
that if employers do not sign up by 
Sept. 1, stringent measures will be 
taken to enforce the provisions of 
the code. 

Copies of the agreement, with an 
explanatory statement, will be 
handed to 5,000,000 business men, 
supposed to represent every em- 
ployer of labor in the country, on 
Thursday of next week by mail car- 
riers. 

The blanket code will be in force 
only until individual codes for each 
industry concerned are adopted and 
approved, it was pointed out. 


Battle on Codes 


Washington, D. C., July 20.— 
Strenuous objections to provisions of 
the codes adopted by the oil indus- 
try and the graphic arts industry are 
anticipated here when these two 
codes come up for discussion by the 
staff of Gen. Johnson. 

The oil code, upon which prelim- 
inary hearings are to be held next 
week, will be attacked on two major 
scores by representatives of “inde- 
pendents” in the industry, while the 
printing code, for which no hearing 
date has been set, will be under fire 
from small town printers and pub- 
lishers, who feel that the code as 
now written would tend to drive 
them out of business entirely. 

The fight on the printing code will 
be led by members of the National 
Editorial Association, most of whom 


(Continued on Page 8) 


New Wine- 


Colored 


Fuel Is Introduced 
By Standard Oil Co. 


Chicago, July 21.—Hitting one 
more peak in the succession of high 
points which makes the current 
drive for sales of Standard Oil Com- 
pany of Indiana one of the most in- 


AT ALL STANDARD 

* Olt STATIONS AND 

: DEALERS | 
e. 


Today at every Standard Red Crown pump you'll find « new gasoline, 
wine-colored and different from any Standard Red Crown you've ever 
used before. . . . We have produced this sew gasoline with just one 
idea —to furnish you « product that is excellent not in one only, but 
im all desirable qualities . . . to furnish you « completely rounded-oat 
superfuel, without asking you to pay # premium for it... . We want you 
to try it. We know you can't buy anything better unless you pay more. 


STANDARD RED 


Full-page copy announcing the 


announced “A New Superfuel 


SUPERFUEL — 


AT THE PRICE OF REGULAR ! 
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ALSO DISTRIBUTORS OF ATLAS TIRES 


tense ever to be waged by any unit 
in the field, the company yesterday 
by 
Standard Oil” with full-page space 
in a long list of metropolitan dailies 
in the 13 states comprising the com- 
pany’s marketing area, following up 


today with equally large space ex- 
plaining the merits of the gasoline. 

Initial full-page copy, some of 
which made use of color, is devoted 
almost entirely to a huge drawing 


yp ee ee A ag 
ELY NEW 
A ia ee. 
4 
he eo LS. : ot 
’ ue “€ 
. * 2 ee - 


N 


NO PREMIUM 


Seerenelly odneted ter man 
smem power 


6 brother Deceues of Stongers 


popularity. 
7 Salts ot the price of reguier. 


4 
e 
ecfé=4 


new superfuel of Standard Oil of 


Indiana, which appeared in a long list of dailies yesterday. 


depicting the new fuel being deliv- 
ered to Standard Oil service stations, 
with the headline, “Tomorrow—a 
new superfuel by Standard Oil,” in- 
set. 
Brief copy at the bottom of the 
(Continued on Page 19) 


Last Minute 


Anfenger Advertising Agency, St. 
vertising will be used. 


with a grand prize of $1,250 and a 
offered. 


final judge of the contest. 


Jesse H. Neal Joins 


Mr. 


director of the Advertising Club of 


News Flashes 


Griesedieck Names Anfenger Agency 
St. Louis, Mo., July 21—Advertising of Griesedieck Brothers Brew- 
ery Company, maker of St. Louis Light Lager Beer, has been placed with 


Louis. Newspapers and outdoor ad- 


Gibson Refrigerator Launches Unique Contest 

Greenville, Mich., July 21—Gibson Electric Refrigerator Corporation 
has announced a “nation-wide 1933 Gibson girl contest” to replace “her 
popular sister of the Gay Nineties.” 


Prizes of $250 in each of five zones, 
trip to A Century of Progress, will be 


Charles Dana Gibson, creator of the original Gibson girl, will be the 


Publishing Company 


New York, July 21.—Jesse H. Neal, for many years prominent in pub- 
lishing and advertising organization circles, will join Case-Sheppard-Mann 
Publishing Corporation as vice-president Aug. 1. 

Neal was the first executive secretary of Associated Business 
Papers, Inc., serving in that post for ten years, and at various times was 
secretary-treasurer of Associated Advertising Clubs of the World, forerun- 
ner of the A. F. A.; treasurer of the National Better Business Bureau; 


New York; and secretary-treasurer of 


the Publishers Advisory Board. More recently he has been general man- 
ager of American Paper & Pulp Association. 


KELLOGG SUIT 
AGAINST N. B.C. 
IS DISMISSED 


Shredded Wheat Litigation 
Enters New Phase 


New York, July 20.— Another 
chapter in the history of the 20-year 
war for the “shredded wheat” mar- 
ket between the National Biscuit 
Company and its predecessor on the 
one hand, and the Kellogg Company 
on the other, was written this week 
when the United States District 
Court for the Southern District of 
New York dismissed the suit of the 
Kellogg Company against its rival 
for $1,000,000 in damages to compen- 
sate for losses suffered as a result of 
the latter firm’s alleged methods of 
unfair competition. 

The action, with a companion suit 
in equity, constituted the first at- 
tempt to collect extra damages un- 
der such circumstances by claiming 
violation of the Sherman law. The 
outcome does not settle the two com- 
panies’ conflicting claims to the 
physical properties of shredded 
wheat biscuits and the appellation 
“shredded wheat,” nor does it end 
the hard-fought contest for the mar- 
ket, which has centered in the courts 
since 1930. 

Though apparently viewing the 
decision as a victory, the National 
Biscuit Company refused to discuss 
the case, making only the following 
brief statement: 


Makes Brief Statement 

“The decision disposes of the sec- 
ond of two suits instituted by the 
Kellogg Company against National 
Biscuit Company incident to owner- 
ship by the latter’s subsidiary, 
Shredded Wheat Company, of trade 
marks having to do with shredded 
wheat products. 

“An action in equity in which the 
Kellogg Company alleged monopo- 
listic practices in violation of the 
Sherman law was dismissed last Oc- 
tober in the Federal Court. for the 
Southern District of New York. 

“In the present decision, Judge 
William Bondy held ‘there is no au- 
thority to sustain plaintiff's conten- 
tion that the assertion of rights un- 
der registered trade marks’ consti- 
tutes unfair competition, and agreed 
with the judge in the equity action 
that the complaint ‘hardly squints 
even toward the statement of a 
eause of action under the anti-trust 
laws.’ ” 

Another Case in Court 

Chrichton Clarke, attorney for the 
Kellogg Company, said the case was 
being appealed and would be carried 
to the Supreme Court if necessary. 
He pointed out that the ruling con- 
cerned only the scope of the Sher- 
man law and did not disprove the 
validity of his client’s claim for 
damages. The. Sherman law was in- 
voked, he explained, so that the 
claim for damages could be trebled. 

Mr. Clarke added that the Na- 
tional Biscuit Company’s claims to 
the “shredded wheat” trade mark 
are based on registration under the 
1920 act, which was set up to enable 
American manufacturers to register 
trade marks as a necessary prelimi- 
nary to application for foreign pro- 
tection, and that the National Bis- 
cuit Company’s applications under 
the 1905 act had been denied. 


A more important legal point 
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will be decided in September, when 
a decision will be rendered in the 
suit filed in the U. S. District Court 
for the District of Delaware against 
the Kellegg Company by the National 
Biscuit Company, which action is 
also based on a claim for damages 
for unfair competition. 

The case was tried in June and will 
be argued in September. As the ac- 
tion is similar to that taken by the 
Shredded Wheat Company in 1917 
against the Humphrey Cornell Com- 
pany, another manufacturer of 
shredded wheat biscuits, which re- 
sulted advantageously for the de- 
fendant, the Kellogg Company is op- 
timistic over the prospects for it to 
be in position soon to resume ag- 
gressive national merchandising of 
its biscuit. 

In the old case, the court decided 
that the Shredded Wheat Company’s 
current rights in the type of product 
and descriptive name ended with 
protection against the acts of a com- 
petitor which would tend to confuse 
the ultimate consumer as to the vari- 
ous sources of manufacture of such 
biscuits. 

The court ordered the defendant to 
package and label its biscuits dis- 
tinctively and to mark each individ- 
ual biscuit sold to the hotel and res- 
taurant trade, if practical to do so, 
in order that the source of manufac- 


ture would be impressed upon the 
consumer. 

The order stated that the defen- 
dant could apply for relief from the 
second requirement if he could show 
that it necessitated trouble or ex- 
pense which would restrict his right 
to enter into free competition in the 
manufacture and sale of the product. 


Called a Monopoly 


The complaint in the case on which 
decision was rendered this week al- 
leged that the National Biscuit Com- 
pany had virtually succeeded in per- 
petuating illegally a monopoly which 
legally ended in 1912 with the expi- 
ration of basic patents on the proc- 
essing and design of the shredded 
wheat biscuit. 

In the case of the Kellogg Com- 
pany, some of the means employed 
to effect the monopoly were said in 
the complaint to consist of making 
dire threats of persecution to the 
company and its distributors; con- 
spiring with its distributors and em- 
ployes to spread propaganda that the 
Kellogg product was inferior and 
outlawed; compelling the Kellogg 
Company through such intimidation 
to give guarantees or bond to its re- 
tailers in order to secure their agree- 
ment to handle the product; falsely 
claiming exclusive rights to the de- 
sign of the biscuit after patents had 
expired; publishing advertisements 


claiming exclusive rights to the 
physical appearances and preperties 
which had been adjudicated as func- 
tional; falsely claiming “shredded” 
and “shredded wheat” as exclusive 
trademarks in contempt of court de- 
cisions to the contrary; making 
threats of infringement suits against 
the Kellogg Company and its deal- 
ers; commencing an action alleging 
infringement against the Kellogg 
Company and several of its dealers 
in 1928; giving wide publicity to 
statements distorting the signifi- 
cance of the case and attacking and 
defaming the Kellogg Company, par- 
ticularly through trade journals; 
and permitting the suit to lie dor- 
mant for two years while the defam- 
atory campaign was being continued. 


Other Items Mentioned 


The complaint further alleged that 
following an agreement with the 
Kellogg Company, whereby the lat- 
ter changed the name of its biscuit 
from “Kellogg’s Shredded Whole 
Wheat Biscuit” to “Kellogg’s Whole 
Wheat Biscuit,” which change was 
made without prejudicing the Kel- 
logg Company’s right to the use of 
the name, the National Biscuit Com- 
pany discontinued its suit and her- 
alded the result far and wide as a 
successful defense of an attempt to 
invade its trademark rights. 

Denying the charges of unfair 


A Heating Engineer 


depends upon 


HOMES THAT COUNT 


the 


“The list of subscribers to the Quality Group 
magazines represents the most select group of 
our home owners... . .We have depended up- 
on your subcriber families in the past for 
oil-burner sales and consider them equally 
responsive right now. . . . Our experience with 


these families leads us to believe that they 
will be the first to take up air-conditioning 
equipment among local people.” 


In every town are certain people whose living standards are higher than 


the average, whose ability to buy is greater, too. 


whom the initial selling effort in the community must be made. 
Group families everywhere may be depended upon for the first sale, and 


for the next sale, as well. 


These are the families to 


Quality 


Their acceptance of things that make living 


more enjoyable, and their undiminished, uninterrupted buying power 


make them ever a fertile market for national advertisers. 
Group numbers half a million such families. 


“Influential Minority”—the “Homes that Count.” 


THE 


ATLANTIC MONTHLY 
CURRENT HISTORY 
THE FORUM 


The Quality 
They are the country’s 


QUALITY GROUP 


HARPERS MAGAZINE 
REVIEW OF REVIEWS 
SCRIBNER’S MAGAZINE 


Boston cuicaco 597 Fifth Avenue, New York City  sanra parsara 


(Number 4 of a series of comments by business men 
about the buying habits of Quality Group subscrib- 


ers in their communities. 


Dealer’s name available.) 


competition, the answer of the Na- 
tional Biscuit Company asserted it 
had been interested only in the at- 
tempts by the Kellogg Company to 
imitate its product and trademark, 
and defined the alleged infringement 
of the trademark as the use of 
“shredded wheat” in a compound 
name for the biscuit. 

The National Biscuit Company de- 
clared further that its actions had 
consisted only of the measures con- 
ventionally used by manufacturers 
to protect their trade names and 
trademarks and to safeguard the 
consuming public from confusion. 


CLIFF KNOBLE OF 
CHRYSLER STARTS 
A SALES SERVICE 


Detroit, Mich., July 20.—After six 
and one-half years with Chrysler Mo- 
tors, the last two as director of ad- 
vertising of Chrysler Sales Corpora- 
tion, Cliff Knoble resigned today to 
launch a new advertising and sales 
venture here. 

He will head the Business Promo- 
tion Corporation which will special 
ize in selling advertising products, 
materials and specialties to Chrysler 
dealers. Mr. Knoble told Apverrtis- 
ING AGE that the new firm would deal 
exclusively with Chrysler in the au- 
tomotive field. 

With Mr. Knoble’s” departure, 
Burch E. Greene returns to Chrysler 
Sales to become advertising director. 
Until two years ago he was sales 
promotion manager of the sales cor- 
poration, serving in that post for 
three years. 


Now with Oldsmobile 


Mr. Greene left Chrysler to join 
General Motors as Oldsmobile sales 
promotion manager. When General 
Motors formed the Buick-Olds-Pon- 
tiac Sales Company, he became 
branch manager in charge of the 
Oldsmobile retail store at Boston, 
which position he leaves to rejoin 
Chrysler. Prior to his first Chrysler 
connection, Mr. Greene was in charge 
of used car promotion for Willys- 
Overland. 

Headquarters of the Business Pro- 
motion Corporation will be in the 
United Artists Bldg., Detroit. The 
remainder of the executive staff per- 
sonnel has not yet been determined, 
Mr. Knoble said. 

Resignation of Mr. Knoble and 
formation of the new firm has been 
rumored for some time, but official 
verification could not be secured un- 
til today. 

Mr. Greene said there would be no 
further immediate changes in the 
Chrysler Sales Corporation advertis- 
ing department set-up as a result of 
this development. 


George K. Myers Dies; 
Heart Attack Fatal 


George K. Myers, formerly with 
Nation’s Business, Washington, D. 
C., for 14 years and the publication’s 
first advertising representative, died 
Tuesday at his home in New Yerk 
of a heart attack. 

He left Nation’s Business two and 
one-half years ago to join the Sports- 
man. He was connected with School 
Management at the time of his 
death. 


Outdoor Meetings 


State conferences of members of 
Outdoor Advertising Association of 
America were held in Pocatello, Ida., 
July 20; Salt Lake City, July 21; 
and Helena, Mont., July 17. Annual 
meetings will be held by state asso- 
ciations in Illinois at Decatur, July 
25-26, and in Wyoming at Casper, 
Aug. 19-20. 


Launch New Paper 


Downtown News, a weekly publi- 
cation distributed among workers in 
downtown stores and office buildings 
in Louisville, has been started by 
John Taylor, at one time with the 
Scripp Howard organization. Charles 
Leake, Jr., is business manager and 
John Dix advertising manager. 


LEONARD STEPS 
UP SUMMER COPY 
TO NEW HEIGHTS 


Detroit, Mich., July 20.—Announe. 
ing its second price advance within 
a period of three months, to take 
effect Sept. 1, Leonard  Refrig. 
erator Company this week released 
the largest late summer advertising 
campaign in its history. 

A warning to those contemplating 
the purchase of a refrigerator that 
now is the time to buy is the theme 
of the drive, which is under the di- 
rection of Brooke, Smith & French, 
Inc., Detroit. 

Full pages will be used in Literary 
Digest, Saturday Evening Post and 
Collier's during July and August, 
with the first advertisement of the 
series appearing in Literary Digest 
for July 22. 

Newspapers will be used on a co- 
operative basis by distributors and 
dealers, with releases scheduled for 
July 26, Aug. 9 and Aug. 23. Outdoor 
will be employed on the same basis 
with 24-sheet posters scheduled for 
immediate posting in many cities. 
Radio spot announcements and di- 
rect mail, both by dealers, will com- 
plete the program. 


Points a Moral 


“Your dollar may never be so big 
again,” is the thought expressed 
early in the magazine series. This 
is backed up pictorially by reproduc- 
tions of two large coins, upon the 
largest of which appears $99.50, 
present price of the smallest model 
in the line, with the smaller labelled 
$112. 

“It takes only 99% of today’s 
dollars to buy the beautiful new 
Leonard electric refrigerator illus- 
trated here,” this advertisement 
points out. “But on September 1, 
the price of the $99.50 Leonard 
will go to $112. Higher cost of ma- 
terials used in manufacture makes 
this necessary.” 

Another in the series depicts 
marching, uniformed drummers, 
above them a banner announcing: 
“Coming Sept. ist. Higher prices. 
Made Necessary by Increased Ma- 
terial Costs.” On the sides of the 
drums are the present and the new 
prices. 

All copy will be co-ordinated, with 
the many co-operative media using 
the same appeal as that employed in 
national advertising. The plans 
were described to ADVERTISING AGE 
by A. M. Taylor, merchandising di- 
rector. 


Abbott Kimball 


Changes Its Name 


Abbott Kimball Company, Inc., 250 
Park Ave., New York, has an- 
nounced a change in name effective at 
once to Kimball, Hubbard & Powel, 
Inc. Larger quarters at 400 Madi- 
son Ave. will be occupied by the 
firm Aug. 15. 

The following have been elected of- 
ficers and directors of the agency: 
Abbott Kimball, president; Francis 
G. Hubbard, treasurer and general 
manager; and Harford Powel, secre- 
tary. 


Beeman and Ibbett Join 
Aubrey, Moore & Wallace 


Otis Beeman, formerly an account 
executive with McCann-Erickson, 
Inc., Chicago, has joined Aubrey, 
Moore & Wallace, Chicago, in a simi- 
lar capacity. 

F. G. Ibbett, formerly radio di- 
rector for the Chicago office of Mc- 
Cann-Erickson, and before that con- 
nected with various chain broadcast- 
ing companies, has also joined the 
agency. 


Has Saltex Account 


Advertising of Saltex, a product 
that keeps salt dry and free-flowing, 
has been placed with Churchill-Hall, 
Ine., New York, by Beco Labora- 
tories, Long Island City, its makers. 
Newspapers in New York, Philadel- 
phia, Newark and other eastern cities 
will be used. 
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ADVERTISING AGE 


THE NEW DIGEST 


TELLS OF NEW 


LEADERSHIP AND 
THE PASSING OF 


A GILDED AGE 


TO KNOW ACCURATELY! To think 
clearly! To speak with assurance! 
These things are absolutely dependent 
upon a full knowledge of facts. 

But how can you know the signifi- 
cant facts in a rapidly changing world? 
Only a modern news magazine that not 
only records the news of the week but 
also interprets the news behind the 
news in original articles can satisfy 
your need for knowledge! 

The new Digest keeps the record 
clear! 

An extraordinary array of great 
journalists, all masters in their fields, 
survey the entire field of human hap- 
penings for you. To a thorough review 
of the news and opinion of the week, 
they add an authoritative interpreta- 
tion that cannot be read elsewhere. 

The new Digest is leading in a new, 
swifter world. It takes its quicker 
tempo from the changing times— 
reporting facts and reviewing opinion 
crisply, clearly, with a profusion of 
striking illustrations and informed 
comment. 

He who reads the new Digest keeps 
abreast of the world today! 


BIG GAME HUNTING IN WALL STREET 


By ERNEST K. LINDLEY, Special Representative of the New York Herald-Tribune with President Roosevelt 
An article, rich in new facts, that takes you behind the facades of big business 


ADDITIONAL FEATURES OF THIS ISSUE: 


WALL STREET REPLIES TO THE PROBERS ..... . . By Robert Winsmore 


GREAT SPA OF SARATOGA 
WHERE HEALTH FLOWS FREE eoeceeeeee . By W. T. Beazell 


F. D. R. CALLS FOR MORE BRAINS eoeceerevreeee eee © © © . By Diogenes 


WILL AMERICA FALTER ON THE 
TENNIS COURTS OF FRANCE? ........ . By John R. Tunis 


THE LAW THAT MAKES THE SELLER BEWARE ... . By Franklyn Waltman, Jr. 


Are American Families Dying Out? 

Can Industry Argue With This Umpire? 
Hitler Makes Peace With the Vatican 
Spotlight on Today’s Personalities 


International Contract Hands 

Grand Opera Comes to the People 

Steel Flares Up Again! 

Kidnaping—A Deadlier Racket At Our Doorstep 


inal drawings, and items interpreting world civili- 


zation that have made it the leading news-weekly JULY 22nd NUMBER 


of the nation for 44 years. 


The Digest is replete with the news-features, orig- ON SALE TODAY l 0 Cc 


To know what's really happening in the world today, read 


THE LITERARY DIGEST 
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Immediate Advertising Is Greatest 
Business Need 


Some concern has been expressed 
jn yarious quarters because produc- 
tion of late has been outrunning con- 
sumption, as reflected in current re- 
tail buying. Since business improve- 
ment has been based to a consider- 
able extent on the increased activi- 
ties of many industries, some author- 
jties have feared a general let-down 
if retail buying and actual consump- 
tion do not show a sufficient increase 
to justify the maintenance of im- 
proved manufacturing operations. 

Buying power is expanding, but 
with inevitable slowness. Partly 
because of a greater feeling of op- 
timism, partly because of definite 
improvement in business and partly 
through a desire to carry out the 
program of the national administra- 
tion as expressed in the industrial 
recovery act, many wage increases 
have been announced. They have 
been numerous enough to indicate 
a general trend. As codes are 
adopted by individual industries op- 
erating under NIRA, establishing 
minimum wage levels for these fields, 
there will be still other increases. 
Consumer buying power will thus be 
expanded substantially in the imme- 
diate future. 

Large-scale operations of this kind 
necessarily take time, and the im- 
provement in the status of the con- 
sumer due to increased pay-rolls will 
come about gradually. Yet the rise 
in buying power is a factor that can 
be anticipated and should be taken 
into account in planning sales pro- 
grams. By stimulating retail buying 
through increased sales promotion 
and advertising effort, the curves of 
production and consumption can be 


than if the coincidence is permitted 
to establish itself without conscious 
acceleration. 

A great deal of the improvement 
that has come about in the past four 
months has been psychological. Peo- 
ple have felt more inclined to buy, 
and at the same time they have been 
more inclined to increase their own 
business efforts. While some of these 
changes in attitude are referred to 
as “conversation,” the fact remains 
that the mental condition of the pub- 
lic, including both buyers and sellers, 
is the most important factor in de- 
termining the rate of business ac- 
tivity. 

With more specific factors of a 
positive nature to consider than ever 
before, including the practical cer- 
tainty of continued price increases, 
steady additions to pay-rolls and 
substantial contributions through the 
public works program, the adver- 
tiser has both technical and psycho- 
logical elements in his favor. And 
because retail sales can be greatly 
increased through vigorous advertis- 
ing at this time, increased efforts 
along this line are to be commended. 

Employment of advertising on a 
larger scale will contribute mate- 
rially to the maintenance of indus- 
trial production schedules, and will 
likewise assist in holding up public 
morale, which has improved miracu- 
lously since the early part of this 
year. Right now advertising can 
work with everything in its favor, 
and with the assurance that it is 
both an immediate stimulation of the 
advertiser’s own business and a di- 
rect contribution to the advance of 
the country toward economic recov- 


prought together much more rapidly ery. 


The New Merchandising Formula 


During the early part of the de- 
pression the only successful mer- 
chandising formula seemed to be 
this: Make it better and cheaper. 
Companies which continued to find 
a market for their products and were 
able to remain in the black were 
found to be offering better goods at 
jower prices. It was possible in 
many cases to do this, and those who 
found the method had no quarrel 
with the results. 

Because of the marked change in 
the business situation which has de- 
veloped of late, the formula has had 
to change with it. And since higher 
prices are a necessary part of the 
picture for some time to come, ad- 
vertisers generally will be interested 
in knowing that outstanding suc- 
cesses are being won by those whose 
system now consists of making it 
more attractive, advertising it better 
and selling it for more. 

Jenkins Bros., according to a very 
fnteresting story presented to the 


| 


convention of the National Industrial 
Advertisers’ Association a few weeks 
ago, demonstrated the success of this 
idea with such a lowly item as ma- 
son jar rings, bought in quantity by 
the housewife at fruit canning time. 
Scientific study of the product and 
its requirements, the use of better 
materials and manufacturing meth- 
ods, clever packaging, aggressive ad- 
vertising and broad-scale_ distribu- 


| tion gave Jenkins Bros. a leading 


place in a market to which the firm 
had previously been a complete 
stranger. 

Its ten-cent package has been a 
big seller in a field accustomed to 
buy a similar item at five cents. 
Quality goods, made _ attractive 
through good merchandising, offered 
greater value to the consumer and 
more profit to the trade. Perhaps 
this is the direction in which suc- 
cessful merchandisers will find it 
most satisfactory to work from now 
on. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 512. Passenger Car Dealer Rep- 
resentations by Population Groups. 


A chart developed from figures 
supplied by Chilton Class Journal 
Company and published by House- 
hold Magazine which gives the num- 
ber of dealers for each make of au- 
tomobile in towns of 10,000 popula- 
tion and less, and in cities of over 
10,000. 


No. 511. The Eyes of the World are 
on Chicago. 


An unusually interesting brochure 
published by General Outdoor Adver- 
tising Company, pointing out that 
A Century of Progress is providing 
much additional circulation for Chi- 
cago outdoor displays this year. One 
especially valuable feature is the 
manner in which locations are 
spotted on a map of the city and 
tied up with actual photographs of 
the site. 


No. 507. Hearst’s International Com- 
bined with Cosmopolitan. 


A most unusual volume of over 460 
pages, printed in usual book format 
by Yale University Press, designed 
to portray graphically the amount 
and scope of the editorial material 
appearing in each issue of Cosmopol- 
itan Magazine. This book, perhaps 
a third larger than the average novel, 
contains the editorial material ap- 
pearing in the July issue of Cosmo- 
politan. 


No. 470. Why KSO Sells Goods in 
Des Moines. 


Valuable information about the 
selling job done by KSO, Des Moines, 
Ia., “lusty offspring of the Register 
and Tribune.” Contains details of a 
telephone survey of 5,000 Des Moines 
homes, including number with radios, 
station preferences, etc. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


No. 508. The Dellegram, June, 1933. 


This issue of The Dellegram, house 
organ for Dell Publishing Company, 
contains the second “Survey of 
Beauty,” presenting much valuable 
information gleaned from question- 
naires to Modern Magazine readers 
asking their cosmetic brand and price 
preferences. An interesting feature 
is a comparison with the results 
shown by the first survey, made six 
months previously. 


— 
——— 


IT LOOKS LIKES ANOTHER SHOTGUN WEDDING 
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—Chicago Daily News. 


Voice of the Advertiser 


Douce Sees Dangers 
in Oil Industry Code 


To the Editor: In our opinion, 
an attempt is being made by certain 
oil companies to throttle’ their 
smaller competitors by the new code 
to be adopted under the national 
recovery act. 

While looking over the oil indus- 
try’s code of marketing practices 
adopted at Chicago, June 24, we were 
especially interested in rule 21, 
which reads as follows: 

“The broadcasting or publishing, 
in any manner, of a claim, represen- 
tation or implication which might be 
reasonably construed to lead to a 
false or incorrect conclusion in re- 
gard to the goods, prices or service 
of the advertiser or in regard to the 
goods, prices, or service of a com- 
petitor, or which lays claim to a 
policy or continuing practice of gen- 
erally underselling competitors, is 
an unfair and uneconomic practice 
and is prohibited.” 

We are wondering what could be 
left for the advertising man to talk 
about in the case of a tank car op- 
erator, if he is forced to abide by 
the following: 

re. . or which lays claim to a 
policy or continuing practice of gen- 
erally underselling competitors.” 

It is obvious that the sole advan- 
tage of tank car stations is their 
ability through more economical dis- 
tribution methods, to sell gasoline 
at lower prices. Therefore, would it 
not be discrimination to forbid them 
from advertising this fact to the 
public? 

Harry J. Douce, 
Silver & Douce Company, Inc., Ad- 
vertising, Birmingham, Ala. 
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Nash Sees Brighter Future 
For Advertising Managers 

To the Editor: By virtue of the 
national industrial recovery act, the 
advertising manager has_ been 
brought to the threshold of an era 
of considerably heightened impor- 
tance and new functions. 

In all the fever of excitement 
over what the new legislation is 
going to do to advertisers and ad- 
vertising and advertising agencies, 
the role of the advertising manager 
seems to have been overlooked al- 
most completely. I, for one, be- 
lieve he shortly is going to have an 
unprecedented opportunity for add- 
ing to his stature, importance and 
salary. 

The new act will probably pretty 


well ease the old-fashioned murder- 
ous pastime of pricecutting out of 
the picture. The situation that re- 
sults will offer individual companies 
tremendous possibilities for progress 
and profit. 

The act does not do away with 
business competition. Instead, it 
evokes a new type of competition, 
the soundest kind, in which competi- 
tive advantage will be determined 
by men possessed of the highest mo- 
ral caliber, the highest business 
ideals, the greatest business ingen- 
uity and the greatest abundance of 
promotion ideas. 

It is at this point—in the execu- 
tion of ideas and their application 
to the company’s business problems 
—that the advertising manager’s 
great opportunity lies. Under the 
new scheme of things he will, as the 
need develops for each, call on the 
advertising agency, the special re- 
search organization, the package and 
product designer, the marketing ad- 
viser, the chemist, the accountant 
and the scientist or technician. 

Under the national industrial re- 
covery act, with added importance 
constantly accruing to knowledge of 
markets and merchandising meth- 
ods, with the necessity for impart- 
ing more self-selling qualities to 
products, with ideas the decisive fac- 
tor in competitive advantage, there 
is no doubt that the advertising 
manager will have increasing re- 
course to these specialized  serv- 
ices, functioning as the clearing 
house for business promotion ideas 
for his company and the determin- 
ing factor in their application. 


BEN NASH, 


Product Development and Merchan- 
dising Counsellor, New York. 
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It’s Just Bait to 
A Florida Fisherman 


To the Editor: I noted with inter- 
est in the July 15 issue of ADVERTIS- 
ING AGE the back page picture of Col. 
Baumgartner and his tarpon. Also 
that this was “the largest tarpon 
caught in the gulf this year.” 

You should have restricted this to 
the Texas side of the gulf. On Flori- 
da’s west coast they catch tarpon, 
too. I'll admit that the Colonel’s 
would be a little too large for us to 
use for bait but we would debate 
about whether it was large enough 
to be over the legal limit. 


V. J. OBENAUER, JR., 


The Florida Select List, Jacksonville, 
Fla. 
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ADVERTISING AGE 


—— 


ls it smart to be snooty §f 


Who in 1933 can turn his 
back on results like these? 


151,355 box tops to cereal company—an all 


time record! The reader had to buy the product and send 
in the box top. Sales increased 46.9% in one month! 


Tops all other media! A manufacturer of a beauty bath 
powder called, in his advertisement, for an outlay of 20¢ . . . the 
reader had to buy the product and send a dime in cash. All 
records, including radio returns, were smashed. 


77,000 dental cream cartons. After receiving this rec- 
ord number, the manufacturer preferred to keep total results secret. 


» 

Hoped for 30,000 replies—got 120,000! this 
manufacturer ran a color page to satisfy his curiosity. In four 
weeks he got this overwhelming return. It’s results like this that 


even to a cat? 


When more than 15 million readers of The Comic Weekly — devoted 
friends of Felix are paying such profits to advertisers, it’s smart 
to be human—liberal minded —to let them read while you reap. 


satisfy cash registers and stockholders. 


—And the files are full of equally unbelievable records. 


They await your inspection at The Comic Weekly offices—or yours. 


ERE are more than 5 million families—people with 

“A homes and children—that buy the necessities and 

luxuries of life. Their cold cash has proved it. If they’re 

not buying your products— it’s because you don’t follow 

the lead of those advertisers who have found it wasn’t 
smart to be snooty even to a Cat. 

Above, in the box, is a hasty glimpse at the success 
stories of several important national advertisers. They got 
a demonstration in dollars—through the one publication 
more than 15 million people revel in every week...where 
they are entertained with Tillie the Toiler, Jiggs, Boob 
McNutt, Skippy and many other famous and human char- 
acters. These records of sales you needn’t envy, either. 
You can equal or better them. The Comic Weekly will do it. 
So it surely behooves you to understand The Comic Weekly. 


The Comic Weekly brings results because it’s life... 
told in pictures all can understand! That’s why these 5 
million families devour it. Of all those who read the 
Sunday papers, 72% of the women and 68% of the men 
read The Comics. Surveys have proved it. And, as an 


959 Eighth Avenue, New York City 


extra bonus, in addition to this vast adult audience, The 
Comic Weekly offers the great and growing market of 
youngsters coming of age—a present and future market 
you can’t ignore. 

$17,500 is the price of a back page—inside pages are 
$16,000. The circulation is more than three of the great 
national weekly magazines combined. Advertisers have se- 
cured results beyond anything attained even in prosperous 
years. Here’s one salesman you cannot profitably disregard. 
A call to COlumbus 5-2642 in New York or Superior 
6820 in Chicago will further convince you it just isn’t 
smart to be snooty—even to a cat. 


Everybody reads the comics 


In the Comic Weekly. . .‘‘Puck’’. . . which is distributed with the 17 great 
Hearst Sunday newspapers, you meet Tillie the Toiler, Jiggs, Bodb McNutt, 
Barney Google, Felix the Cat, Skippy, Pop-Eye, Toots and Casper, Little 
Jimmy—yes, and those old f i Happy Hooligan and the K i ! 


With these tremendous features—and smaller strips by the same artists in 
addition—is it any wonder that over five million families will follow The 
Comic Weekly—*' Puck''—zealously every week ? 


What an advertising opportunity full pages in The Comic Weekly offer! 


The Comic Weekly 


Palmolive Building, Chicago 
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BREWERY COPY 
TAKES ON NOTE 
OF COMPETITION 


Milwaukee, Wis., July 20.—Indica- 
tive of changing conditions in the 
brewing field is copy for Schlitz 
Brewing Company which appeared 
in a large list of metropolitan dailies 
this week, following the recent prom- 
ise of Schlitz to give the public, es- 
pecially that section of it which has 
grown up since prohibition, the 
“low-down” on what constitutes good 
and bad beer. 

With distributors and _ retailers 
clamoring for deliveries and brewer- 
ies working 24-hour shifts in a fruit- 
less effort to supply demands, initial 
advertising for beer was almost en- 
tirely of the _hail-fellow-well-met 
type, designed primarily to add a 
still more joyous spirit to the fes- 
tive occasion, with little thought 
given to the less exciting, but un- 
avoidable task of convincing beer 
drinkers, new and old, that the bev- 
erage appearing under the label of 
one brewer is better than that ap- 
pearing under other names. 

Now, according to reliable sources 
here, all that is over. With the de- 
mand for beer slacking up somewhat 
from the opening peak, and with 
more and more breweries getting 
into production, it is even being 
whispered in some circles that many 
well known breweries have already 
reached a position in which current 
output is exceeding current demand. 


Turns Competitive 


As a result, beer advertising is 
now entering a second, and more 
stable phase, it is believed here, in 
which the dominant effort will be to 
impress the consumer with the su- 
perior quality of an individual brew 
and thus build prestige and sales for 
the individual brewer. The current 
Schlitz copy is cited as bearing out 
this theory. 

Headed “Why Schlitz in brown 


| Because 
solved a problem that puzzled the | 


bottles is first,” large size copy ap- 
pearing in dailies from coast to 
coast reports that “the answer is 
short. It has a flavor superior to 
that of other beers.” 

Copy continues in directly com- 
petitive vein: “Why is it better? 
Schlitz scientists 


best minds of the brewing industry 
for many years. Schlitz has worked 
out a secret control of enzymes in 
beer. 

“What are enzymes? They are 
mysterious substances that exist in 
all living cells. There are many 
kinds of enzymes. Each kind has 
its own particular job. 

“Some enzymes produce a pure 
brew and some enzymes produce a 
brew which is actually injurious to 
health. 

“Never mind the details. It is suf- 
ficient to state that the enzymes di- 
gest the different ingredients until 
they go into solution—which we 
know as beer. But—the enzymatic 
activities must be controlled. How 
to control them is a Schlitz secret. 

“You know that any brewer can 
put malt, hops, yeast and water to- 
gether—but unless the enzymatic ac- 
tion is skillfully controlled the re- 
sult is a rank, ropy beer that may 
produce indigestion or be harmful 
otherwise. 

“But Schlitz in Brown Bottles— 
The Beer That Made Milwaukee 
Famous—is healthful, uniform, 
sparkling, brilliant. It is a health 
giving. predigested food.” 


Montanye Dies 


Forrest W. Montanye, treasurer 
and general manager, Claude Neon 
of Connecticut, Inc., former adver- 
tising manager of Bridgeport Post- 
Telegram, and one of the founders 
of Bridgeport Evening Star, now the 
Times-Star, died July 14 after a two 
months’ illness. He was 51 years 
old. 


Friendly Goes West 


Edwin S. Friendly, business man- 
ager, New York Sun, and chairman 
of the Bureau of Advertising, Amer- 
ican Newspaper Publishers Associa- 
tion, will leave New York with his 
family July 26 for a month’s vaca- 
tion in Idaho. 


ABBOTT KIMBALL CO - INC 


250 PARK AVENUE 


announces a change of name 
effective at once to 


KIMBALL, HUBBARD & POWEL: INC 


The following officers and directors 
have been elected: 


ABBOTT KIMBALL 
FRANCIS G.HUBBARD 


HARFORD POWEL 


On August 15,1933 the company will move 


from its present address to larger offices at 


400 MADISON AVENUE - NEW YORK 


President 


Treasurer 
and General Manager 


Secretary 


have | 


CONTINENTAL TAKES THE BULL BY THE HORNS 


IKEEAMY FIGURE? 


comes depend upon their 
Beauty. Ask thousands of 


other women who wisely fol- 
low their lead. They'll tell you 
they woulda’t think of following a diet 
that dido’t include some energy food 
— preferably slo-baked Bread. 
Slo-baked Bread—and that means 
‘Wooder Bread—is best, because slo- 
BakTag dextrinaces starches, Such 


- 


UKEP ST TRIM WITH THIS SANE 


DIET THAT DOESN'T TAKE MY 
STRENGTH OR RISK MY HEALTH’ 


\ 


Far neal Youces enjez tring while 
jag, thea —aad, berter still, you cag 


Tete WenderBakers Hate 


1) ONDER BREAD 


IT'S SLO-BAKED * SLICED OR UNSLICED 


In daring fashion, Continental Baking Company is not only attempt- 


ing to take the weight-increasing 


curse off white bread, but is also 


pointing out that Wonder Bread's "slo-baking" process makes it an 
ideal food for those who would have a sylph-like figure. 


WASEY, TAYLOR 
FORM FOODS, INC. 


New York, July 20.—The success of 
other advertiser-managed companies 
foretells a brilliant future for Foods 
Incorporated, the new company 
formed this week by L. R. Wasey, 
chairman of the board of Erwin, 
Wasey & Co., Inc., and E. E. Taylor, 
formerly executive vice-president of 
General Foods Corporation. 

The new company will take over 
the Bahama Isles Foods Corporation, 
makers of Konktail, although this 
corporation will continue as a manu- 
facturing unit with a factory in 
Miami, Fla.; the recently acquired 
interest in the Smithfield Ham & 
Products Company, Smithfield, Va., 
and will also acquire other food spe- 
cialties. 

“Mr. Wasey and I are of the opin- 
ion that present conditions afford a 
great opportunity for the acquisition 
and development of high-grade food 
specialties,” said Mr. Taylor. 

“Many meritorious products are on 
the market that have established a 
record of consumer acceptance suffi- 
cient to indicate that a substantial 
volume can be obtained with proper 
advertising and sales effort. 


Will Develop Markets 


“Contrary to the usual method of 
consolidating established organiza- 
tions with a record of sales and earn- 
ings, Foods Incorporated plans to ac- 
quire new products and develop them 
through advertising and the estab- 
lishment of a national organization 
of brokers and salesmen.” 

Mr. Wasey is chairman of the 
board of Foods Incorporated and Mr. 
Taylor is president. J. C. Sprigg, 
Jr., is vice-president; Wilbur J. 
Myers, secretary and treasurer; A. G. 
Van Utt, assistant secretary and 
treasurer. ; 

Directors are Messrs. Wasey, Tay- 
lor, Sprigg and Myers, Arthur H. 
Kudner, Owen B. Winters and 
George C. Beach. 


Twins for Mills 


George E. Mills, advertising man- 
ager, North American Coal Company, 
Cleveland, is proudly boasting of 
twin sons presented to him by Mrs. 
Mills this week. 


Gets Continental Can 


Advertising of Continental Can 
Company, New York, has_ been 
placed with Batten, Barton, Durstine 
& Osborn, New York. 


Everybody Is 
A Writer Now, 
Says Editor 


New York, July 20.—The average 
caliber of writing of all kinds has 
improved in recent years. There is 
still a searcity of “high spots,” how- 
ever. 

That is the opinion of Robert 
Bridges, described by one authority 
as having exercised a greater influ- 
ence on American writing than any 
other editor. Mr. Bridges was inter- 
viewed by the New York Herald- 
Tribune on his 75th birthday last 
week. 

Mr. Bridges commented on the 
tremendous increase in writing of 
all kinds, as reflected in the larger 
number of manuscripts which are 
now submitted to magazines. The 
average number is 14,000 to 15,000 a 
year. 

The veteran, who was formerly a 
contributor to Life, and is still liter- 
ary adviser to Scribner’s, after 50 
years of continuous service with that 
organization, attributes this to the 
growth of colleges, which are con- 
stantly turning out men and women 
anxious to write. 

Mr. Bridges, a classmate of Wood- 
row Wilson at Princeton, regarded 
that genius as one of the most 
human men he has ever known. 


Cleveland Club 
Elects Officers 


Charles H. Kellstadt, general man- 
ager, Sears, Roebuck & Co., was re- 
elected president of Cleveland Ad- 
vertising Club at a meeting of the 
board of trustees. Other officers 
named are: 

Harry W. Dankworth, Dankworth 
Company, first vice-president; Harry 
Howlett, station WHK, second vice- 
president; Harry B. Windsor, Wm. 
Ganson Rose, Inec., treasurer, and 
Horace C. Treharne, secretary-man- 
ager. 


NBC Stes Bes Rate Card 


With the issuance of a new rate 
ecard, National Broadcasting Com- 
pany has reduced the rate for time 
between 11 p. m. and midnight to 
the regular daytime rate, and has 
adjusted its entire schedule to the 
nearest even dollar, eliminating pen- 
nies. A number of new units are 
now also available separately. 


Has Fafnir Account 


G. M. Basford Company, New 
York, has been appointed to handle 
advertising of Fafnir Bearing Com- 
pany, New Britain, Conn. 


WONDER BREAD IS 
URGED FOR DIETS 


Chicago, July 20.—The startling 
contention of the Continental Bak. 
ing Company, New York, that its 
bread is an invaluable food for 
women desirous of following a re- 
ducing diet is, apparently, a success- 
ful advertising appeal. 

Successive tests of the theme in 
several mid-western cities were be- 
gun in the spring. Recently the 
campaign was enlarged to include 
Chicago and several widely-separated 
major market cities. 

All the subject matter for the cam- 
paign is based on testimonials from 
famous artists’ models. Each adver- 
tisement features the opinion of one 
of the beauties, who, so they say, 
owe their livelihoods to a lovely fig- 
ure and health. The layouts include 
a good display of the endorsers’ 
stock in trade. 

The series exhibits copywriting 
dexterity in avoiding an outright 
discussion as to whether bread is 
fattening and in making the impres- 
sion that one eats one’s way to 
beauty and charm only with the ad- 
vertiser’s brand of Wonder Bread. 
The latter-mentioned precaution nar- 
rowly averts the gift of a coopera- 
tive campaign to the baking in- 
dustry. 


“Slo-Baked” the Secret 


The quick copy story is that wise 
women take the advice of physicians 
to shun extreme dieting and to in- 
clude energy food in their menus; 
that the energy food had best be “slo- 
baked” bread; that Wonder Bread is 
“slo-baked,” therefore its starches 
are dextrinated; that dextrinated 
starches are easier to digest and a 
quicker source of energy. “At least 
two slices of Wonder Bread with 
every meal,” is the parting advice. 

In the test cities the campaign ex- 
tended through eight weeks and to- 
talled about 10,000 lines. Two ad- 
vertisements a week were used at 
the start of the drive and one adver- 
tisement a week for the duration of 
the campaign. So far, the theme has 
been abandoned in each market at 
the conclusion of the one campaign. 


“Dollar Specials” 
to Be Published 


Advertisers Service Bureau, Inc., 
Chicago, has announced that Dollar 
Specials will be published beginning 
with the September issue. It will be 
devoted to retailing merchandise 
priced at $1. 

The circulation will be 10,000 con- 
trolled, and will include department, 
dry goods and furniture stores in 
towns of less than 100,000. The 
initial issue will appear Aug. 20. 


Gil Morgan Wins 
Western Golf Meet 


Gil Morgan, Outdoor Advertising 
Agency, won the annual tournament 
of Western Advertisers Golf Assv- 
ciation, held at Chicago Golf Club, 
Wheaton, IIll., last week, with a 77. 

He nosed out George Hartman, G. 
L. Sudgen & Co., winner of the asso- 
ciation’s trophy for the past several 
years, who was runner-up. 


Geyer Issues Directory 


Geyer’s Stationer, published by 
the Geyer Publications, New York, 
has published its annual buyers’ 
guide covering the commercial sta- 
tionery, office equipment, social sta- 
tionery, paper and printing supplies 
field. The directory is distributed 
as a subscription premium with the 
magazine. 


Buys “Ranch Romances” 


Ranch Romances, formerly a mem- 
ber of the Clayton Group, has been 
purchased by Eltinge F. Warner, 
president of Arts &€ Decoration and 
publisher of Field & Stream and 
Black Mask. Fanny Ellsworth will 
continue as editor of the publication. 


“Paper Selling” Quits 

Howard Publishing Company, Chi- 
cago, publisher of American Paper 
Merchant, has suspended publication 
of Paper Selling, a publication de- 
signed for paper salesmen. 
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| 
| 
: QUALITY of|circulation-as always-at the top 


: ost 


TODAY Business Week’s paid 


= subscription list is at its highest point in 
so 2% years. And, as always, every name on 
ted that list represents a key man in business. 
+ 7 | 

‘th 

x Without an added ounce of circulation 
‘a effort, without a single added induce- 
a ment, Business Week is booking more 
en | subscriptions per day and per week 
| than ever before in its history. 

| 

= | There’s only one explanation: Execu- 
me tives need business news now as never 
ie before. They want it in the form in which 


only Business Week brings it to them. 


ub Advertisers in Business Week now en- 
= joy a 10% bonus over the normal circula- 

| tion (75,000) at no extra cost—plus the 
i reader interest assured by just about the 


most compelling editorial content so far 


 ©@ 
“ | BUSINESS WEEK produced in this dramatic year of 1933. 


~~ Over 82,000 net paid § 
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Williams Now 
Pushing Its 
Dental Cream 


Glastonbury, Conn., July 20.—Two 
products of the J. B. Williams Com- 
pany were featured in deals this 
week, the new Williams Glider 
Brushless Shave being hooked up 
with the Gillette razor in newspaper 
advertising, while Williams Dental 
Cream was offered as a running mate 
to Williams Shaving Cream in mag- 
azines. 

Williams Dental Cream was intro- 
duced sometime ago, but it was never 
given the advertising support ac- 
corded Williams Shaving Cream, 
leader of the line. The current ad- 
vertising of this pair offered a 25- 
cent tube of dental cream free with 
a 35-cent tube of shaving cream. 

The description of Williams Den- 
tal Cream was interesting: 

“No cure-all claims are made for 
Williams. But it does all a dental 
cream can do. It cleans teeth. Makes 
the job a pleasant one. Leaves a 
good taste in your mouth. And 
you'll find, when you try it, that it’s 
highly economical.” 

A special red box was issued in 
connection with the deal. It holds 


both products and encourages the 
buyer to ask questions if he has 
missed the advertising by any 
chance. 


Special Container Used 


The Williams Brushless Shave-- 
“new in the way it’s made, new in 
the way it works’’—retails at 35 
cents and this sum plus 14 cents 
buys not only the cream but a 50- 
cent pack of new Gillette blades. 

Advertising said that the cream is 
“not just another echo of the pioneer 
brushless cream that came over from 
England forty years ago. To use 
Glider is to know how it got its 
name.” 


Advertise Hotkaps 


The Mayers Company, Los An- 
geles, which has handled seed ad- 
vertising for Germain Seed and 
Plant Company, Los Angeles, for two 
years, has been appointed to handle 
advertising of Hotkaps, “individual 
paper hothouses,” also. National and 
regional farm papers will be used. 


Advertise Peace 


World Peaceways, a non-profit or- 
ganization for public information on 
peace and international affairs, is 
sponsoring copy now appearing in 
30 magazines. Members of the or 
ganization’s board include’ Bruce 
Barton and Bennett Chapple. 


FIGHT ON OIL 
AND PRINTING 
CODES IS SEEN 


(Continued from Page 1) 
operate job printing plants as well 
as newspapers, in rural communities 
and small towns. Feeling that met- 
ropolitan printers have written 
wages and hours provisions into the 
code which they cannot possibly 
meet and irked by the refusal of the 
printing trades to either give them 
a voice in drafting the code or leave 
them entirely out of its operation, 
this group will submit a code of its 
own to Washington. 

While it is authoritatively stated 
that NIRA wishes only one code for 
the entire graphic arts industry, 
N. E. A. members are confident that 
submission of their own code and 
the waging of a vigorous fight on the 
provisions of the printing code to 
which they object will result in the 
setting up of new provisions de: 
signed specifically to care for their 
special needs. 

In the oil industry it is anticipated 


It’s a LIVE WIRE 
High Voltage Service 


for Advertisers 


The Oregonian takes pride in its service to advertisers. Many 
of the most successful national advertisers tell us they have never 
experienced any service so thorough and effective. 


The spirit of The Oregonian’s merchandising service, rendered 
by a trained merchandising staff, permeates the entire Oregonian 
organization. You get the “feel” of having the entire newspaper, 
with all of its influence, genuinely back of your product. Oregonian 
readers get that feel, too. What Oregonian advertisements say about 
a product rings true to its readers. | 


Perhaps that is the reason why Oregonian advertising is so 
everlastingly effective—why time and again The Oregonian as a 
one paper buy, with Oregonian merchandising service helping the 
distributor, creates such outstanding advertising successes in this 


market. 


We'd like to be more specific. Will you give us the opportunity? 


Che Oregoman 


PORTLAND, OREGON 


J. T. CROSSLEY, Advertising Director 
National Representatives, VERREE & CONKLIN, Inc., New York, Chicago, Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 
San Francisco, New York, Chicago, Detroit, Los Angeles 


N o F A MER 


ac AS GREAT 


NEWSPAPER §S 


ONE CODE FOR ALL! 


Gen. Hugh S. Johnson, NIRA head, 
who this week secured the adop- 
tion of a code for all industries gov- 
erning minimum wages and hours 


two important fronts. 

Tank car and trackside stations, 
under the banner of the newly or- 
ganized Independent and _ Individu- 
ally Branded Petroleum Association 
of America, will offer strenuous op- 
position to rule 21 of the proposed 
code, which says: 

“The broadcasting or publishing, 
in any manner, of a claim, represen- 
tation or implication which might be 
reasonably construed to lead to a 
false or incorrect conclusion in re- 
gard to the goods, prices or service 
of the advertiser, or in regard to the 
goods, price or service of a competi- 
tor, or which lays claim to a policy 
or continuing practice of generally 
underselling competitors, is an un- 
fair and uneconomic practice and is 
prohibited.” 


Ends Advertising 


Operation of this rule, say track- 
side station men, will automatically 
put an end to all advertising for this 
type of station, since their only rea- 
son for existence is the fact that 
lower distribution costs enable them 
to sell more cheaply. 

The other major fight on the oil 
code is being led by Pennsylvania 
Grade Crude Oil Association against 
the provisions of the code which al- 
low for “lease and agency” and ex- 
clusive dealing contracts, both of 
which have long been a bone of con- 
tention in the industry. 

The association has arranged for 
the services of Newton D. Baker, 


former secretary of war, and A. 
Mitchell Palmer, former United 
States Attorney General, to repre- 


sent it in its warfare against these 
provisions, and has also voted to re- 
enter the suit before the Federal 
Trade Commission which was orig- 
inally begun by the association in an 
effort to have exclusive dealing con- 
tracts in the industry declared unfair 
trade practices. 


Pioneer Publisher Dead 


Omer K. Benedict, banker and 
pioneer Texas and Oklahoma news- 
paper publisher, died at Tulsa of a 
heart attack July 11. At one time 
managing editor of the Tulsa Worid 
and owner of the Oklahoma City 
Times, he founded the first news- 
paper in the Texas panhandle, as 
well as numerous papers in Okla- 
homa. 


Davis Has New Duties 


Howard W. Davis, commercial 
manager of Southwest Broadcasting 
Company, operating station KTAT, 
Fort Worth, Tex., has been named 
executive vice-president of the com- 
pany, succeeding H. Grady Barrett, 
who has resigned. 


Stokely Moves 


As a result of the recent purchase 
of Van Camp properties, the general 
offices of Stokely Bros. & Co. have 
been moved from Louisville to the 
Van Camp Bldg., 2002 S. East St., 
Indianapolis. 


ce 
es, 


Crosley Enters 


New Field With 
Bottle Coolers 


Cincinnati, O., July 20.—The Crog. 
ley Radio Corporation, manufacturer 
of radios and electric refrigerators, 
has entered the bottled beverage 
cooler field, with a device known ag 
the Crosley Kool-Rite. 

Production of the device, accord- 
ing to officials of the company, is al- 
ready under way and shipments to 
distributors are being made daily. 

While constructed primarily as a 
beverage cooler, the Kool-Rite unit 
can also be used as a dry refrigera- 
tor for lunch rooms, clubs, summer 
camps and homes. 

The new product is being marketed 
through the company’s distributing 
organization, which includes approx- 
imately 125 wholesalers throughout 
the country. 


Smiley, Nicholson 
Lease “Tampa Times” 


D. B. McKay, a founder and since 
1898 sole owner of Tampa, Fla., 
Times, has leased that publication 
as well as station WDAE and all 
real estate belonging to the Tampa 
Publishing Company to David E. 
Smiley and Ralph Nicholson with an 
option to purchase. 

Mr. Smiley was connected with 
Curtis-Martin Newspapers for 11 
years, with editorial direction of 
New York Evening Post, Philadel- 
phia Public Ledger, and the IIlus- 
trated Sun, and before that was an 
editorial writer with Philadelphia 
Evening Bulletin. Most recently he 
has been general manager of North 
American Newspaper Alliance. 

Mr. Nicholson was at one time 
general manager of the Japan Ad- 
vertiser, Tokio, and in recent years 
has held important executive posi- 
tions with the Curtis-Martin and 
Scripps-Howard organizations, in- 
cluding the business management of 
newspapers in Philadelphia, New 
York and Pittsburgh. 


Representatives’ Firm 
Dissolves Partnership 


The co-partnership of Blanchard- 
Nichols-Coleman and Johnston, pub- 
lishers’ representatives, Chicago, has 
been dissolved, and the business will 
be carried on by Mr. Johnston under 
the firm name of Robert B. Johnston 
Company, with offices in the Palm- 
olive Bldg. 

The organization of Blanchard- 
Nichols-Coleman, with offices in Seat- 
tle, San Francisco, Los Angeles and 
Atlanta, has also been dissolved. 
Ralph F. Blanchard and George S. 
Nichols will continue in business as 
Blanchard-Nichols, and W. F. Cole- 
man will continue his own repre- 
sentative business in the Seattle 
territory. 

Willis Osborn, who was manager 
of the Atlanta office for Blanchard- 
Nichols-Coleman, and Messrs. Blanch- 
ard and Nichols will hereafter oper- 
ate in the south as’ Blanchard- 
Nichols-Osborn. 


Double Opens 
Spokane Office 


Lee R. Double, operating Adver- 
tising Associated in Seattle, has 
launched the agency of Harger and 
Double in Spokane, in cooperation 
with Leon J. Harger, for 12 years 
advertising manager of the Crescent 
department store, Spokane, and a 
former president of the local adver- 
tising club. 


Hotels Name Reese 


The Croydon, Piccadilly and Buck- 
ingham hotels of New York and the 
Cavalier, Virginia Beach, Va., have 
appointed Thomas H. Reese & Co., 
New York. Newspaper, magazine, 
outdoor and trade advertising will 
be used. 


La G werdine to Peck 


La Gerardine, Inc., maker of La 
Gerardine, Insto-Wave, Gray-Ban 
and La Gerardine Shampoo, has 
placed its account with Peck Adver- 
tising Agency, New York. News- 
papers, magazines, radio and trade 
papers will be used. 


Is Representative 
Samuel H. Gardner, Boston, has 
been appointed New England repre- 
sentative for Hunting and Fishing. 
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Besides ACTION, 


ROMANCE, ADVENTURE 
and HUMAN INTEREST— 


A Faithful Portrayal 


of Every Phase 


of Aeronautics. 


atti 


His O. K. on ‘‘Jimmy Allen.”’ 


T. W. A. Representative Says Feature 
Is “Most Authentic” on Air. 


To WDAF: May 1 congratulate 
you for the excellence of the new pro- 
gram—“The Adventures of Jimmy 
Allen”—sponsored by the Skelly Oil 
Company. In the first few episodes 
which I have had the pleasure of lis- 
tening to, it provides a most authentic 
picture of the operation of a transport 
air line. 

The 2-way radio communication be- 
tween pilots in flights and ground sta- 
tions are particularly effective and 
quite accurate in detail. It is one of 
the few aviation programs on the air 
which has made any pretense toward 
depicting the actual operation of an air 
line. 

On behalf of one of the transport air 
lines serving Kansas City, I congratu- 
late you and the Skelly Oil Company. 

Yours very truly, 
G. E. Everett. 
General Agent Transcontinental & 
Western Air, Inc. 
The above reproduction of a letter from the 
General Agent of T. & W. A., Inc., published 
in the Kansas City Star, verifies the claim that 
every detail of the story is accurate to the 
letter. The audience is yiven a liberal educa- 


tion in the science of aviation in addition to 
unusual, thrilling entertainment, 


\\ 
The AIR ADVENTURES 


ars 


A New Radio Serial Seaman 


VAILABLE : ‘vert 


OF JIMMIE ALLEN ” 


The “hottest” program conceived 
to date for broadcasting — 


witha background based upona currently 
absorbing subject —A VIATION | 


T E ~ T E D ? ! Here is a program that is making history! The title tells you all 
@ee 


about it—it is an adventure story built around airplanes and 
E airmen! It is an experience—rather, one experience after an- 
Mail Response after other! The “Air Adventures of Jimmie Allen” is recorded on 
electrical transcriptions—available for immediate auditions. Im-_. 
only 12 Broadcasts portant to any advertiser or agency seeking . pee idea, are | 
these questions: What is its audience appeal? an it sustain | 
HAS BROKEN ALL interest? Will it produce for the saveutihan and secure tangible, 
RECORDS OF profitable results? This program was tested on a large and 
11 YEARS! popular middle western station. Proving the power of this enter- 
. tainment, mail response on a merchandising tie-in broke all 
previous records for audience mail received in one day at this station over an eleven-year period. 
This was done in the face of the worst depression in history and during the week of the na- 
tional bank moratorium, when all the banks were closed. It’s a “knock-out” of a program! 


The “Air Adventures of Jimmie Allen” was planned to capture 

PROGRAM BUILT an audience on the basis of increasing public aoe in aviation. 

WITH NO PARTICULAR The authors have been pilots for many years, and were well quali- 

ed to plan the story on an authentic foundation. This program 

SPONSOR OR NATURE was prepared for no individual eh en some — 

7 . rograms, here is one that is exceptionally fitting for any kind 

OF BUSINESS in VIEW of business. It thay be used locally—sectionally—or nationally. 
We except a small mid-western territory comprising a half dozen states, for the first sponsor. 


There is almost no end to the merchandising tie-in possibilities 
EXPLOITATION that this program offers. A raft of publicity, all valuable to the 
and MERCHANDISING 24vertiser, and all tending to enlarge the program audience and 

increase audience interest, is securable with the program. We 
TIE-INS' unlimited want to tell you what this program has done for its first sponsor 

who tested it on one station, added two other stations to prove 
conclusively that the original amazing results were not due to some unexplained local condition, 
and then more recently added eight more stations in eight other cities. Confined distribution 
prevents its use, nationally, by this sponsor. , 


We will send details of the program and present tie-in plan to interested companies. We shall 
be glad to submit practical merchandising and tie-in suggestions. This masterpiece — this in- 
tensely interesting and appealing program cannot possibly remain available for any length of 
time—for even very many days. Inquiries will be handled in the order of their receipt. No 
options. Offer of this program made subject to prior sale. 


Write, wire or telephone 


RUSSELL C. COMER ADVERTISING CO. 
Land Bank Building 


KANSAS CITY, MISSOURI 
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DEALERS FLOCK 
TO STANDARD OF 
LUMBER COMPANY 


St. Paul, Minn., July 20.—As the 
direct result of a new sales and 
dealer policy announced to the trade 
March 1, Weyerhauser Sales Com- 
pany, one of the leading factors in 
the lumber industry, has built up its 
dealer organization to a point where 
it has been forced to announce that 
no more dealers can be accepted for 
the present. 


The company, famous for its 4- 
Square lumber, in its initial announce- 
ment to the trade outlining its new 
policy, revealed that the premium of 
from $3 to $6 per thousand feet 
which had formerly been charged for 
lumber meeting the 4-Square speci- 
fications would be eliminated, and 
that all grades of lumber would be 
finished to 4-Square specifications, in- 
stead of the selected grades which 
had been finished in that manner 
heretofore. 

4Square specifications include per- 


fectly squared ends and micrometri- 
cally exact lengths in lumber. 

In its efforts to secure only the 
best possible dealers in its trade ter- 
ritory, which stretches roughly over 
the entire northern half of the United 
States, the company required all its 
present dealers to sign new con- 
tracts, so that actually it started out 
on March 1 from scratch, as far as 
dealer organization was concerned. 


Immediate Results 


Aided by the prestige the organi- 
zation secured during the bank mor- 
atorium, when it was the only lum- 
ber selling company to travel sales- 
men, 500 dealers had been signed up 
at the end of 30 days, whereupon 
the company immediately set up 
higher standards for dealers, seek- 
ing to sign up only those of unques- 
tioned selling ability and financial re- 
sponsibility. 

Despite the more stringent regu- 
lations, 1,500 dealers had been signed 
up by the end of May and with fran- 
chises rapidly approaching the 2,000 
mark the company found it neces- 
sary to announce to the trade last 
month, through a full page adver- 
tisement in American Lumberman, 
“That until further notice it cannot 
accept additional 4-Square dealer 
registrations.” 

“The response to the new 4-Square 


program has been most enthusias- 
tic,” the copy said. “We must and 
will take care of all present 4-Square 
registered dealers to the limit of our 
facilities. Weyerhauser mills are 
adding to their 4-Square precision 
equipment as rapidly as possible. It 
is hoped that this restriction will 
shortly be removed so that addi- 
tional dealers can enjoy the mer- 
chandising opportunities inherent in 
the 4-Square program.” 


Michigan Chain Tax 
Is Passed Over Veto 


Meeting in special session, the 
Michigan legislature this week passed 
the chain store license act over the 
veto of Gov. Comstock. The act 
goes into effect immediately, and 
chains will be required to pay the 
full fee for the current year. 

The act requires payment of from 
$10 to $250 for each store operated 
by a chain, depending upon the 
number of stores. Gasoline stations 
are exempt. 


J. Charles Jordan Dies 


J. Charles Jordan, assistant ad- 
vertising manager, Pacific Gas and 
Electric Company, San Francisco, 
and a director of San Francisco Ad- 
vertising Club, died at his home in 
San Leandro this week, following 
a brief illness. He was 45 years old. 


DEPRESSION DEPARTS—WALLS ARRIVE 


With the “upswing”—back come painted 
wall panels, the one sound and economical 
medium of everlasting advertising with its 
well displayed trade-name, its sound pic- 
torial meaning and its convincing state- 


ment why “It’s Best.” 


INDIVIDUAL LOCATIONS—Not ad- 


joining nor coupled on to other outdoor 


display units. 


POINT OF PURCHASE—On or next 


door to, across the street 


corner from the place where your goods 
are sold. No other medium of advertising 


does this. 


ECONOMY—Buy no waste circulation. 
Buy Maxwell painted walls where distribu- 
tion exists, whether it is in one state, one 
city or in a selected community of a city. 


OUR FIELD—The East 


OUR EQUIPMENT — 1) The cream 
space of the territory under leasehold or 
long option; 2) Staff of the best space- 
buyers; 3) Design, layout and plan de- 
partment unequalled; 4) Sign-painting 


crews eSpecially trained for pictorial, pro- 


portion and scale execution; 5) A Paint 
(Kem) with special Maxwell application 
“made to stand a good twelve months in 


splendid color and luster; 6) A merchan- 


or around the 


and South, in- 


cluding the New England, Eastern and 


Southern States. 


OUR EXPERIENCE—We are the larg- 
est operators in wall panels — past 37 
years. In 15 States, 30 years continuously 
for one advertiser (Coca-Cola). For many 


dising service second to none—every repre- 
sentative, even every painter, a salesman 
of your product, working in cooperation 
with your field sales staff. 


COST—Basic price, $4.80 per month— 
12 months. Wall signs do not, like poster 
and bulletin units, require construction 
and maintenance costs and depreciation 


charge-off,—hence this great value at the 
low $4.80 per month,—and finally 


YOUR OPTION—We are prepared to 


include in a one-year contract on painted 


years, wall contractors for such advertisers 


as Wrigley, Pillsbury and other products, 
—candies, cigarettes, tobacco, automotive 


equipment, etc. 


230 Park Ave. 
New York 


wall panels a condition by which it is your 
option to buy the second and third years 
at this same low depression rate notwith- 
standing the dollar upturn. 


NO OBLIGATION on your part for 
sketches, photographs, plans and lists that 


we will furnish you if you will WRITE US 


The R. C. Maxwell Company 


725 E. State St. 
Trenton, N. J. 


17S. N. Y. Ave. 
Atlantic City 


YOUMANS PLAYS 
LEAD ROLE IN 
DARING RESCUE 


New York, July 20.—Charles Leroy 
Youmans, vice-president of the G. 
Lynn Sumner Company, who has 
solved many sales problems for 
many national advertisers, demon- 
strated his ability to respond to an- 
other kind of emergency last week 
when he took the leading part in the 
rescue of Col. M. Robert Guggen- 
heim and five others from the waters 
of Block Island Sound. 


With characteristic modesty Mr. 
Youmans had nothing to say of his 
exploit, and the complete story was 
not published until his name could 
be learned from the national guard 
records on Friday. Other details 
were obtained that day from Col. 
Guggenheim. 


The Colonel, his wife and son and 
three guests on the Guggenheim 
yacht, the Firenze IV, were under 
way in Block Island Sound about 
noon Wednesday when a heavy sea 
tore the lighted galley stove from its 
fastenings and flooded the cabin with 
flaming kerosene. The life preserv- 
ers were stored in the cabin and the 
entire party was forced to take to 
the water immediately with one life 
preserver and a bumper between 
them. 


There were no good swimmers in 
the party, and Col. Guggenheim was 
the worst of all. The others insisted 
he hold to the life preserver, while 
they took turns hanging to the 
bumper, which was made of buoyant 
reed and. cork. 


Speed Toward Ship 


Mr. Youmans, who is commis- 
sioned a first lieutenant in the New 
York National Guard, and Captain 
William G. Rector, were in their 
plane about five miles away, direct- 
ing range finding at artillery practice 
at Fort Wright on Fishers Island. 
Sighting the burning boat, Mr. You- 
mans sped to the scene. 

“TI dropped down to an altitude of 
1,000 feet,” he said in his report, 
“directly above the boat, which then 
was completely in flames. I phoned 
my observer to radio our home sta- 
tion to notify the tow-target boat. 

“Then, swooping down to within 
20 feet of the water, spotted six peo- 
ple in the water, approximately 75 
yards away from the flaming boat. 
A group of five swimmers were hud- 
dled together as though supporting 
one of their number. The sixth was 
midway between this group and the 
boat. 

“I circled the boat once, during 
which time Captain Rector and I 
reached for Kapok coat life preserv- 
ers which each had stored in our 
ship before leaving Miller Field. 
Captain Rector dropped his Kapok 
coat as I again approached the burn- 
ing boat and it dropped to within 20 
feet of the swimmers. 


Coat Tangles in Controls 


“Circling once more we observed 
one of the swimmers reach the 
Kapok coat and swim with it to the 
group of five. I handed my Kapok 
coat to Captain Rector. I dove close 
again, within 15 or 20 feet of the 
swimmers, and Captain Rector threw 
out the second Kapok coat. 

“Instantly the ship rocked vio- 
lently, apparently out of control. I 
feared for the moment we had struck 
some object, but upon turning I saw 
that the disturbance had been caused 
by the fact that the Kapok coat had 
tangled itself around my tail con- 
trols. 

“Still hovering a few feet above 
the water, I cut my motor to a mini- 
mum, to lessen the violence of the 
vibration, and gradually gained al- 
titude. The plane was safely landed 
at the Fisher’s Island airdrome.” 

Mr. Youman’s’ streotyped report 
did not give a full account of the 
skill with which the plane was han- 
dled and the heroism of the two 
officers in maneuvering their land 
plane so near the water and remain- 
ing over the scene in their damaged 


—., 


TO THE RESCUE 


C. L. Youmans 


ship without life preserves until 
satisfied that the tow-target boat, 
which was six miles away when 
radioed, had come near enough to 
sight the swimmers. 

“The fliers certainly came to our 
help in the nick of time,” said Col. 
Guggenheim. “They and the crew 
of the tow-target boat which picked 
us up have our heartfelt thanks. The 
life preserver was a lot of help and 
it gave us all new courage to see the 
plane circling overhead.” 

Col. Guggenheim is a son of the 
late Daniel Guggenheim and is now 
an assistant chief of staff of the New 
York National Guard. 


Express Agency 
Will Expedite 
Mat Shipments 


New York, July 20.—Because of 
increased use of express service by 
advertising agencies in making rush 
shipments of mats and electrotypes 
to publications, the Railway Express 
Agency is now providing expedited 
movement, special handling and de- 
livery of this traffic. 

A special “rush” red label, calling 
upon express agents to “make spe- 
cial delivery on arrival—nights and 
Sundays included,’ has been issued 
for packages of this nature. 

A system of receipts, providing a 
complete check on the movement of 
each shipment, has also been created. 

Where circumstances demand the 
highest possible speed, the air ex- 
press service of the company will 
be made available. 

The charges for this service are 
based on pound rates, irrespective of 
destination. 


“Tower Town Topics” 
Shifts Its Personnel 


Bernice Challenger Bost, who has 
been editor of Tower Town Topics, 
Chicago, since its inception, has been 
named president of the company. 
Gale Blocki, formerly advertising 
manager of Western Boy, and before 
that with Conde Nast publications 
and Good Housekeeping, has been 
named advertising director. 

Mrs. Rives Richey has been named 
circulation manager, and Mrs. Mar- 
jorie Woods, a member of the Chi- 
cago editorial staff, has been trans- 
ferred to New York, where she has 
opened offices at 9 E. 40th St. 

Mrs. Bost, who formerly conducted 
a service bureau for advertisers and 
agencies, is the wife of William 
Dale Bost, president of Orange 
Crush Company, Chicago, and of 
Bost, Inc., New York. 


New Aviation Campaign 


Pacific Seaboard Air Line, a new 
organization providing passenger 
service between San Francisco and 
Los Angeles, has begun a newspaper 
campaign in the state. E. J. Fort- 
man is advertising manager. 


C. C. Patterson Dies 


Carl C. Patterson, head of Patter- 
son Letter Service, Milwaukee, and 
formerly owner of C. C. Patterson 
Company, direct mail agency, died 


at his home in Milwaukee, July 15. 


c 
n 
4 
Pp 
a 


ae as 


‘ | Jul 
Rs ; 
i ee - = | = 
;  .> lL ey see | 
ee: | 
Sk 
7 a 
| pares —— c 
a as | Pac 
| | ~ 5 Rae. dist 
ci > a a nou 
ae. [ bs fan 
a be ty 1] Bat 
z x 3 $ r : % j a" 
: : sat *4 ed i 
aa a = par 
oe We | 2 5 
a , ; an 
Pe, | : LU ‘we 
i 7 - unu 
oat 
= aes HOP ope 
. : Ps) te ; T 
pee ip b ar 
2a — ge e 
oe ter: 
<— “a rae 
eee te: Po 
So ——— Hei 
baie. | | — wit 
aos | pe | dou 
Rah tail 
Sedo the 
ea pre 
are hig 
ae sio 
"a a 
(deve 
= i _ ; | 
ple: | ——— 7 
ee ver 
oy Sih eae 5 las ie aR Pp. teat fift 
a te eh ~ahetSes = ek ty fig ee ; i m R fro 
Soe Steg 3 ee ae i oe ee he: 
; —— — (a the 
: : a 4 : sare ; 
* ae —— ig | | BEST-BECAUSe 1s i & a ae ; 
| “te , ee = ae &* =e ) “BALANCED” <3 4 | } rt 
7 . 3 a lat. ae > } ae Roe . + , : | a 
Be ik ae ey aan co ae ed ly) ; ead anes : 
ee ta eee eS Bee Athboy 2.) Pane lor 
: vee! I eee soe ~ Bs : 4 | be 
a ue ae oert % — ee . 
vee ie eg 2 ee re ; 4 “] =3 
eae we pa ie . is pe ‘ ae ie ‘ wie die See are ying ae Pa: s 4 ¥ | A ; for 
Cpe Se é Dees 28 Beech iia eee, Pe cian || = my \re = |e a 
eee» ROWE, pee >: oe ‘rae ; ’ — 2 pe 
. cay + oa ies 2 ago Ns ? ta ZA : i be ion 
hi » Bas Les ohn hee ea Be si 5 a ena Cy O. of 
a. id Wed a i. ee meres rete oy pee ae aes was oy rn 
az . ese eet VE EO | ee “..) ie ee ab f er ~~ - ie: | its 
: iS 2 ee ch. Seige ee . bok ae Re reece Yor ee plese aa SS ain 
r iS ae eigen es Ceres oe RE ee ET ee Re ee q gro SE ee 
| oe ee eee a a ag 
¥ : mee cet | i ; ree ; a ss i a on 
a i Na 25 ‘i: : ht ee See ie F ae! ae rote ee oe Sanaa yaa aaa RL “i j on 
- wen. “4 ee es eon ik Spee : o 
+ os stad ° i ia as : BE cae Rae aha ae Wiles oven yee Palos ee 
= \ : ae en pe ee a ee | Vv 
aa auto i all | 
ae | - 
Bela a wi 
ee saa. at wi 
sy 
eo ae | lu 
sae | th 
ag | #8 
3 | pI 
c 
’ tu 
—e ee ipeonaen u 
| Po “ 
* ee rs 
: SS Se | ¢ 
2 ee p 
Po wW 
ee. ais Sih 
| 
Ww 
; vw 
SE ssss‘(‘_‘(COLLLl | 3 
Pe ee i 0} 
i Vv 
a _ 
si 
ee - | 
p 
PC a | ee | 
_ a a | a | 
RA RNA ERATE IAI NCTE EAA TTT TES TITLES EE A TT EDS ISELIN TELE EDIT | 
r Bia ae Geen eon ae ees ato Bp wit . a ee 
om Ms ee ee oe We Re net EA WO Are ee Une ere 4 beat Mia OM eis Uren i Bod Ale a weer 
c = E ne oe St “ag rae: Al sires eRe og hae nt bin ees arf ie ORE aed e aa mein eh Ppa eae” yn RR MRTES Be cies cry a Rh Se ee ee aie Ieee ages IE 
, . oH Ee tases , eee Gee Cater ‘ , sn e ae ie ae Se Pea tet {ace nes ee, Rose hahas a ses pe pe 5 oo A nee ee oa wy 
ae RE tale a CE ee et ae a ali lin, he eee oe Gn ree OEE ey Rute Denes o.oo So ee ee ee 
aa io eRe eR RR aac alanis Sh eee 
a ee ae eee eer oo iC SOE, SES Ie RR CASSEL ON 2 <STS ee PTS ice ace ne 
BIg pet ole ee aD Cayo: cp aes 7 


July 22, 1933 


ADVERTISING AGE 


11 


CUDAHY, HEINZ 
WOO BUSINESS 
WITH PREMIUMS 


Chicago, July 20.—The Cudahy 
Packing Company, which has been 
distributing Old Dutch Sponges, an- 
nounced an addition to its premium 
family this week, with an Old Dutch 
Bath Mat, made of rubber. 

Meanwhile, the H. J. Heinz Com- 
pany, of Pittsburgh, also brought out 
a novelty in the form of a toy truck, 
unusually well equipped, down to an 
extra tire and real electric lights, 
operated by a battery. 

The Heinz truck, which bears the 
name of the company in large let- 
ters, is being sold for 49 cents and 
a certain number of labels from 
Heinz cans. It is proving popular 
with both boys and girls and has the 
double mission of providing enter- 
tainment for them and impressing 
them with the pre-eminence of Heinz 
products at an age when they are 
highly susceptible to new impres- 
sions. 

Bath Mat Is 50 Cents 


The Old Dutch Bath Mat, the ad- 
vertising in newspapers announced, 
will be sent postpaid on receipt of 
fifty cents and the Windmill Panel 
from three Old Dutch labels. Like 
the sponge, which has evoked a 
hearty response from housewives, 
the bath mat is decorated with three 
figures of the famous Dutch Girl. 

The efficacy of a trade-mark on an 
article in daily use in the home has 
long been a favorite subject for dis- 
cussion among advertisers. Many 
believe that it wears a groove in the 
brain of the user, so that it becomes 
almost second nature for her to ask 
for that brand when in the market. 

The Coca-Cola Company was one 
of the first to endeavor to impress 
its trade-mark on the minds of chil- 
dren with toy trucks several years 
ago, when it licensed a toy manu- 
facturer to produce such an article. 
Since that time, many others have 
turned the idea to advantage. 


Will Advertise 


New Veneer Process 


Following issuance of a patent to 
Harry M. Dent, president of Gen- 
eral Plastics, Inc., North Tona- 
wanda, N. Y., on a process of glueing 
wood veneers with an emulsion of 
synthetic resin to produce compound 
lumber of greatly increased strength, 
the company is planning an adver- 
tising campaign to exploit the new 
product. 

Various trade publications, espe- 
cially in the woodworking, architec- 
tural and marine fields, will be 
used, according to H. S. Spencer, ad- 
vertising manager. 


“Louisville Post’ 
Publisher Is Ill 


John B. Gallagher, publisher and 
general manager of the Herald-Post 
Company, Louisville, Ky., was re- 
ported dangerously ill from a gastric 
ulcer this week. 

Loss of blood due to an internal 
hemorrhage necessitated a_ blood 
transfusion early in the week. 


Sign Writers Have Code 


A code calling for a minimum 
wage of $12 a week and a maximum 
work week of 40 hours has been 
adopted by Associated Sign Writers 
of North America, according to 
Warren M. Leavitt, Cincinnati, act- 
ing manager. The organization is 
said to represent 8,000 organizations 
with 50,000 employes. 


Chevrolet Cuts Hours 


The Chevrolet Motor Company has 
cut hours of work to 37% per week, 
making possible the employment of 
4,000 extra workers, W. S. Knudsen, 
president and general manager, has 
announced. 


Has Ingersoll Account 

Advertising of Ingersoll-Waterbury 
Company, Waterbury, Conn., is now 
being handled by Federal Advertis- 
ing Agency, New York. 


Art Studio Issues Catalog 


Reising & La Ross, Inc. 23 E. 
Jackson St., Chicago, art studio, has 
issued a “catalog” of its work which 
is being distributed to art buyers. 

In addition to some 50 reproduc 
tions of work done by the company, 
the “catalog” lists the studio’s 
clients, and describes the personnel. 


To Hold Picnic 


The annual picnic and golf tourna- 
ment of Milwaukee Advertising Club 
will be held July 29 at Brown’s Lake 
Clubhouse. 


Gas Group Names Ayer 
Advertising of the American Gas 


Association has been placed with N. 
W. Ayer & Son, Inc., Philadelphia. 


Plymouth Is 


Using Posters 
On Big Scale 


Chicago, July 20.—A remarkable 
increase in volume has been attained 
recently by the outdoor advertising 
industry. While brewers have mani- 
fested their old partiality to outdoor 
advertising, they have not been the 
sole contributors to the pick-up. 

The new Plymouth poster is at- 
tracting much attention, not only be- 
cause of its power, but because Ply- 
mouth is the first Chrysler unit to 
use posters on a national scale for 
some time. Whether this means the 


return of other Chrysler units to the 
outdoor field is not yet known. 

Schlitz is at present the Goliath 
of the field, having placed orders for 
national coverage. Many other brew- 
ers are using outdoor advertising on 
a large scale, however. The list in- 
cludes Pabst, Atlas, High Life and 
Blatz. 


General Motors has used posters 
for many years and has recently ex- 
tended coverage through this me- 
dium. The current Buick 24-sheet 
pictorial is jammed with human in- 
terest. It shows a dog in wild pur- 
suit of an invisible car and the av- 
erage man on the street stops to 
sympathize with the canine’s plight, 
while meditating on the speed pos- 
sessed by Buick. 


Radio Transcription 
Firm Is Organized 


Radioart Guild of America has 
been started in Hollywood by W. L. 
Standard, for 22 years with Union 
Oil Company, president, and Ruth 
Clark, formerly with KFI-KECA, 
secretary-treasurer. 

The organization will produce and 
distribute electrical transcriptions. 
W. Arthur Rush, formerly with the 
Hollywood office of RCA-Victor, is 
contact man, and Weyert Moor is 
musical director. 


Canadian Weeklies Meet 


The annual convention of Canad- 
ian Weekly Newspaper Association 
will be held in Vancouver, B. C., 
early in September. 


IT TAKES THREE HANDS 
TO OPEN A 
PURSE 


N [ URIEL MEATBALL, 
wife of Mortimer J., is 
hesitating. Her fingers have 
halted in midair. Coffee is on 
her shopping list, and the gro- 
cer in his most soothing voice 
has suggested a pound of Bilge 
Brothers’ “Yum Yum” Coffee. 

Excellent, except for one 
thing. A shadowy hand is 
holding up the sale. For Mrs. 
Meatball of a sudden remem- 
bers a conversation with Mr. 
Meatball. 

**Well, I’m ready for a new 
kind of coffee any time you 
are,” Mr. Meatball had re- 
marked the previous evening, 
giving his cup a resentful push 
toward the center of the table. 

Mrs. Meatball’s face took 
on a tentative look. “I could 
try Bilge Brothers’... ” 

To which Mr. Meatball had 
answered: ““Why not make it 
X-tasy?... They say it’s triple 
fresh or something.” 

And so Mrs. Meatball will 
close her purse again, unless 
the grocer can produce a can 
of X-tasy. Dealer-Influence 
takes it on the chin when it 
comes up against Husband- 
Influence. 

And why not? Buying food 
for the family, or major items 
like radios, refrigerators, and 


automobiles, is a matter of 
pooling the desires of an inter- 
ested wife and an interested 
husband. The resulting pur- 
chase is a compromise agree- 
able to both. 

Advertisers who fail to edu- 
cate husbands, as well as 
wives, in the unique virtues of 
their goods are doing only half 
a job. Thus it is that thought- 
ful buyers of space favor the 
kind of magazine that is read 
by both members of the family. 

Redbook is that kind of 
magazine. It is deliberately 
edited to entertain both sexes 
equally. Every thousand 
copies are read by 1480 women 
and 1420 men. Moreover, in 
Redbook you pay 30% less to 
reach women plus men than 
you pay to reach only half the 
family through one-sex maga- 
zines. Even if you shut your 
eyes to the value of its mascu- 
line circulation, it would still 
cost less to reach women alone 
in Redbook. 

Sell the family and you sell 
all. Use Redbook and save 
30%. Redbook Magazine, 230 
Park Avenue, New York City. 


REDBOOK 


MAGAZINE 
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Kroger Starts Premium 


Contest for Children 


Kroger Grocery & Baking Com- 
pany this week launched an exten- 
sive newspaper campaign in eastern 
Michigan to announce a premium 
contest for children in the territory, 
in which points are given for pur- 
chases made by parents and friends, 
and merchandise prizes are awarded. 

The Kroger contest follows a con- 
test just concluded by Great Atlan- 
tic & Pacific Tea Company in the 
same territory, in which 150 boys 
were awarded trips to A Century of 
Progress. 


Offers Deal on Target 


Brown & Williamson Tobacco 
Company, Louisville, Ky., is adver- 
cising a special deal which includes 
a package of Target smoking tobacco 
and a Target cigarette roller for 15 
cents. 


Witter Water Appoints 


Witter Water Company, Chicago, 
mineral waters, has placed its ac- 
count with Ruthrauff & Ryan, Chi- 
cago. 


INDIANA HAS TAX 
ON ADVERTISING 


Indianapolis, Ind., July 20.—Gross 
receipts from advertising under the 
new Indiana gross income tax law 
will be taxed at the rate of %, of 1 
per cent, regulations issued by the 
gross income tax division of the In- 
diana department of the treasury re- 
veals. The law imposes a tax of 1 
per cent on gross incomes generally, 
including retail sales, but manufac- 
turing, wholesaling and some other 
lines pay only %4 of 1 per cent, and 
the new regulations place advertis- 
ing in that class. 

The regulations say: 


“Newspapers, magazines and pe- 
riodicals which market their issues 
through others are not deemed to be 
selling directly to the consumer and 
the tax upon such gross receipts will 
be at the rate of 4 of 1 percent. A 


newspaper dealing in job printing 
and job printers will be deemed to 
be selling direct to the consumer 
and upon the gross receipts from 
such transactions will be taxed at 
the rate of 1 per cent. 

“Gross receipts from persons en- 
gaged in advertising, display of bul- 
letins, posters, commercial signs and 
radio advertising will be considered 
under the same classification as ad- 
vertising in newspapers, periodicals 
and magazines and tax on such gross 
receipts will be imposed at the rate 
of 4 of 1 per cent.” 


Editor Has New Task 


W. L. Sturdevant has resigned as 
editor of Louisville Herald-Post to 
become assistant director of infor- 
mation of the Tennessee Valley Au- 
thority, which is in charge of de- 
velopment of Muscle Shoals. 


Faultless Has Agency 


Faultless Starch Company, Chi- 
cago, has placed its account with M. 
C. Taylor Company, Kansas City, 
Mo. 


F wr Glass Reed 


Railroad Mediator 


Frank P. Glass, publisher of the 
Montgomery, Ala., Advertiser, and a 
former president of American News- 
paper Publishers Association, this 
week was appointed a member of 
the railway mediation board by 
President Roosevelt. 


Makes Animated Signs 


Talky-Tyres division of Geuder, 
Paeschke & Fre Company, Milwau- 
kee, has been formed to manufacture 
and sell animated steel signs for 
use in connection with tire covers, 
outdoor signs, curb and _ interior 
signs. A. A. Henkel is manager of 
the division. 


Goes After Tourists 


Tourists in southern California 
are being told through a special out- 
door campaign sponsored by San 
Francisco Convention Bureau and 
California Northern Hotel Associa- 
tion, that “It’s cool in San Fran- 
cisco, the city of diversified enter- 
tainment.” 


One of the automatic casting machines exclusively used by Rapid. 


HE success or failure of a campaign is often a matter of TIMING. 
It is then that production managers turn to Rapid. They know that Rapid is 
geared to meet ‘‘unreasonable’’ delivery dates. 


They find that Rapid service is able to take the entire problem of making and 
shipping clectrotypes off their hands. They find that Rapid plates always give 
good printing results. 


Rapid’s policy of ‘‘Rapid delivery of quality plates’’ has earned the confidence 
and the business of many of the country’s largest advertisers who order plates 
by the thousands to be shipped to papers all over the country. It is attracting 


The 


RAPIDChin 


The Largest Plate Makers in the World 


BRANCH OFFICES 


New York, Chicago, Philadelphia 


W. H. KAUFMANN, President 


and holding other and smaller concerns who may order only a plate or two at a 
time, and whose business Rapid always welcomes. 
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CINCINNATI 


GENERAL MILLS 
SEEKING FAVOR 
OF OLDER BOYS 


New York, July 20.—An interest- 
ing insight into the reasoning of ad- 
vertisers was given this week when 
General Mills, Inc., Minneapolis, re- 
linquished the Skippy program, 
which it has sponsored over a Co. 
lumbia chain for two years and de- 
cided to inaugurate a new feature 
which would appeal to youths of 
high school age. 

Meanwhile, the Skippy program 
was eagerly seized by the Charles H. 
Phillips Chemical Company, which 
will use it as a means of urging the 
kiddies, while they are in a recep- 
tive mood, to brush their teeth regu- 
larly, using Phillips Milk of Mag- 
nesia Tooth Paste. 

General Mills, Inc., apparently felt 
that any children who are not now 
addicts of Wheaties and other Gen- 
eral Mills products will never be 
and decided to shift to a new 
audience. 


“Jack Armstrong” Featured 


This will be the lads whose chief 
aim in life is bulging muscles, to 
which General Mills is always glad 
to contribute. “Jack Armstrong, All- 
American” will be the magnet which 
will draw the high school lads to the 
radio daily at 5:30 for fifteen min- 
utes. 

The Skippy cast will be intact on 
the tooth paste program. Identity 
of the youthful radio stars has never 
been divulged. 

Blackett -Sample-Hummert, _Inc., 
Chicago, handles the General Mills 
account, while Thompson-Koch Com- 
pany, Cincinnati, is in charge for 
Phillips. 


Insurance Conference 
Committees Appointed 


President Stanley F. Withe of In- 
surance Advertising Conference has 
announced the appointment of a 
nominating committee for the asso- 
ciation, composed of Arthur Red- 
dall, Equitable Life Assurance So- 
ciety, chairman; Harry A. Warner, 
Maryland Casualty Company; Harold 
E. Taylor, American Insurance Com- 
pany; J. E. D. Benedict, Metropoli- 
tan Life Insurance Company, and 
Frank S. Ennis, Fidelity Phenix 
Fire Insurance Company. 

Henry H. Putnam, John Hancock 
Mutual Life Insurance Company, 
has been appointed chairman of the 
conference committee on admissions. 


George Trendle Buys 
Publix Theaters 


George W. Trendle, president, 
radio station WXYZ, Detroit, has 
purchased all Detroit motion picture 
houses formerly controlled by Pub- 
lix Theaters, Inc. They include four 
large downtown houses and several 
neighborhood and suburban _ thea- 
ters. 

An inter-change of talent policy 
will be followed between the thea- 
ters and the radio station, which is 
the key station for the Michigan 
Radio Network. 


Adcrafters Triumph 


The handpainted oil can, symbol 
of golfing supremacy among Detroit 
advertising and printing men, is 
held once more by the Adcraft Club, 
whose team defeated the Typothetae 
Franklin Association in the annual 
team match at Oakland Hills 
Wednesday, by a score of 22% to 
16%. 


Dow Starts Campaign 


Dow Chemical Company, Midland, 
Mich., is placing copy in small town 
newspapers in the central states for 
Dowflake, a calcium chloride prod- 
uct to banish dust from gravel roads, 
tennis courts, playgrounds, etc. 
Fred M. Randall Company, Detroit, 
is in charge. 


Martin Joins Reese 


James Martin, formerly radio di- 
rector of Federal Advertising 
Agency, New York, has _ joined 
Thomas H. Reese & Co., New York, 


in charge of the radio department. 


a 
oe = ee Po jul 
. —— — 
| 
ae | C 
ee: inv! 
a | cag 
a Eng 
patie tas t 
a a | wit 
is 5 | 
tigi Se | anc 
ete | | 
Dee el a 2 
oan twi 
Roce | 
hr — The 
von | rc ..LLti‘(‘id ee i 
oes col 
te nue 
ee is 
en - 
oe rr ie | : 
We fae a § 
of SS Saas | 120 
fini 
ai ” 
oe | — 
eae Lou 
gees » ass 
sens ee wat 
ana pri 
: 2 tica 
en the campaign aepends on - 
Z- 
—e eh; 
7 “ 
: | thi: 
of 
| the 
pie 
: . ? unt 
ee stri 
ee | phe 
ae | pri 
Se ae “ 
a fa aes 
e a By oe oe 5 Eee eee Saeet ita cee ue Ren eee eerce aes “th 
- BE gg Bath, aL Tee ee ee oh ee en ee: Cai Gieetteaees = ee ene 
Pied tee ake ee a ro, oh ee > Lae 4 Pe oe eee Slee See aes nee ei Me fac 
ei ak ne Mey 7e. rae Pee eee ss 
Pe OS te. > XS iY wees oF = ee, dee ee ; acai , on 
| — |) ee Bee we cet on 
gos ae ~ tiled L - a a. Me 
+ ve Ree a ges ee The *% Pker on ae ro ——- helt * ee , 
Soyer rr 2 fee TS oF 2 “a Be fir” lcs ae say 
of ey ‘wi 7 nt . ‘g Se oat pike ca 
er ~, a -~ } x _ : a Fy _— , £ Q ac gee y \ to 
’ eng a . wy Lingle. ere cee ie 
: ae: Pore iy ahi : od x. ays E yO ste 
oa i) ee ete oe , ae ~ 7 a) an 
% Agee ae : ee ee a ee va 
os & . i ie ae. "od oo aia . jae, aie - a5 .; , ‘ F 
— 86. : (=e ee ar j r 
ices : ia em is ae a ayy P y 7 ‘ a — : ’ 
ae > oe eee 4 2 
ited ’ he Shea ere - 4 ~ . eo Wate 
ies Ee te — “ 4 _ ‘ " te ea 
=e ae a x ta een ‘ or _ * I. sim ~ " * engi ane aan ge | ] 
O50 IN ee, Ge Fun toes 4 » . - er ON oy 
ee EE te FY 7 ee - a Be 4 Bae es ce 
= 7 nanan S ; ‘ Ponce, . ? “ie i ss Se Be on as meee 
Het ech ee 8) See he fy eee ; a =a a = Oe < adem 2 saa 
gag Arete ae pee ti & : ita aa ee ee cape ee 
ee: eR, Oren : ‘ | 5 oe eee = act re pe! 
eo . mA | ae RS ee 3 - 
ag Saeco ~ goa isa Ge, "a aales © tt? alt ES en cole ‘Sea Ro 
ee. se yen y er e R é « We gs RES ee Z ch os j - ES < ee —— thi 
iG sibs . : cre 
ie ee fol 
sul 
E. 
de 
4 tor 
sw 
ad 
: he 
Be 
ae sp 
es, pl 
oe ve 
= = ” i th 
4 
pS us 
| Ye 
di 
th: 
: fie 
___—i‘i‘(aiaé‘éiaié‘é(a;y#$#é;«;5S€s$§5SW VY[/!'}~ 
i no 
| an 
i vo 
pu 
of 
| st 
sli 
ee 
O. 
ee ee PE | ac 
In 
tr 
a | us 
mat A et ae) ONL Re Gels le ha. ie ates Sta 5: Pa Pe ee at me on A altho RO Neco a Simla > ‘ oat ‘Sint ae [ . (= a Ween eee Sg oe wey 2 3 ot oan ce i a sleet 4 ET ( - ‘ 
aoe ee ae eo ee ee en 
ger CES Pa Bie Thy 8S SNAPE AE gti Vy Wt oe MORSE) 6-8) cc og MRO eo 9s Ct peg een” Le Seem : 2 anaes br cote ot ‘ ‘eee eer : Bee ere Cc ee ae ects aly OO Wee ee eee ast so aban 
“ OGRA tig a? er ge eh eb ss hae ce eee “ais ie ee ee oer se 8 alee ile el Ne ee ery ayy or Me ess 
SR. Gh dp Ne eae cS See eee ue... a) >a ey inner eR) tn try ee eee re ees ca art ee ee Cee, rem EE elie 
bia = EE ne icowey (04) MOR RAR NE eR nt 12° Sat SRR ey.” Set org oN ee Ta sa a Re a Pisa poe ei. i sigan, ~ oe nT ee Be Waist ae 


July 22, 1933 


ADVERTISING AGE 


13 


PRINTS HALFTONE 
ON ROUGH PAPER 
IN WATER COLOR 


Chicago, July 20.—In sending out 
invitations to its convention in Chi- 
cago, Sept. 7-9, American Photo- 
Engravers Association has demon- 
strated the feasibility of printing fine 
screen halftones on uncoated stock 
with water color inks, a perform- 
ance hitherto considered futile. 

The invitation itself is printed on 
a 25x38 sheet of Della Robia, folded 
twice, from type and zinc etchings. 
The feature of the invitation, how- 
ever, is the recreation of a water 
color original of the Michigan ave- 
nue bridge district in Chicago, which 
is tipped into the folder. 

“The bridge scene is printed from 
a set of four-color process plates, 
120-line screen, on Beckett plater 
finish offset paper,” an explanatory 
sheet inserted into the invitation by 
Louis Flader, commissioner of the 
association, says, “Sigmund Ullman 
water color inks were used and the 
printing was done on a Miehle Ver- 
tical press at 3,100 impressions per 
hour. 


The First Time 


“To the best of my knowledge, 
this is the first time that a result 
of this kind has been achieved in 
the manner stated. The complete 
piece is submitted as an example of 
unusual craftsmanship and a demon- 
stration that the possibilities of 
photo-engraving and letter press 
printing are by no means exhausted.” 

“IT will confess,” Mr. Flader says, 
“that I had a desire to record the 
fact that metal plates, including fine 
screened halftones, could be printed 
on uncoated and unusually rough 
papers. Please believe me when I 
say that the final effect is not due 
to accident or luck, but that every 
step in the procedure was planned 
and the exact result predicted in ad- 
vance of performance.” 


Hires Will Push 
Root Beer Sales 
All Year ’Round 


Cincinnati, O., July 20.—Newspa- 
per advertising has proven so suc- 
cessful in aiding the sales of Hires 
Root Beer that the appropriation for 
this type of advertising is being in- 
creased, and the copy, which hereto- 
fore has run only in the spring and 
summer, will be run all year, Charles 
E. Hires, Jr., president of the Phila- 
delphia company, revealed here 
today. 

“We note a general upturn of con- 
sumer buying power and newspaper 
advertising brings a quick response,” 
he said. “For 60 years Hires Root 
Beer has been advertised only in the 
spring and summer, but our new 
plans contemplate year ‘round ad- 
vertising in newspapers because of 
the results this season.” 

Newspapers in 68 cities are being 
used by the company. 


Traces Growth of 
Voluntary Chains 


Voluntary Chain Magazine, New 
York, has compiled a chart which in- 
dicates that while there were more 
than 70,000 chain stores in the food 
field in 1928 and only about 5,000 
voluntary chain stores, there are 
now 49,000 chain stores in the field 
and 125,000 voluntary chain stores. 

The estimated 1933 volume for the 
voluntary chains, as given by the 
publication, is slightly over one-third 
of the total sales in this field. Chain 
stores are estimated to account for 
slightly under one-fifth of the sales. 


Defiance Names Sun 


Sun Advertising Company, Toledo, 
O., has been named to handle the 
account of Defiance Spark Plugs, 
Ine., Toledo. General magazines, 
trade papers and direct mail will be 


Dahl Promoted by 
Ahrens Publications 


J. O. Dahl has been named edi- 
torial director of Hotel Management 
and Restaurant Management, pub- 
lished by Ahrens Publishing Com- 
pany, New York, succeeding James 
S. Warren, who has been named 
managing editor of Elks Magazine. 

Ray Fling continues as editor of 
Restaurant Management and R. T. 
Huntington, former managing editor 
of Hotel World Review, becomes as- 
sociate editor of Hotel Management. 


Texas Dailies Merge 


The San Marcos, Tex., Daily News 
has been sold to T. A. Buckner and 
Sons, owner of the Record, who have 
merged the two publications under 
the former's title. 


were built on. 


azine of radio. 


stands today). 


Publications office. 
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Chicagoans Are 
Introduced to 
, Toasted Thins’ 


Chicago, July 20.—Educator Bis- 
cuit Company, newcomer to the bak- 
ing industry, has launched a cam- 
paign in the Chicago market which 
in size and intensity ranks among 
the leading campaigns for a product 
of this type ever to be run here. 

Starting off with a two-color page 
in the July 14 issue of Chicago Trib- 
une, the company is following up 
this week with full pages in Chicago 
Daily News and Chicago Evening 


eature... 


NOW TOLD IN THIS NEW 
MAGAZINE OF RADIO 
FOR THE FAMILY GROUPE 
WITH BUYING POWER 


ROMANCE —-slamor—she lives of the people who live 
in an enchanted new world! 
its fans in a new form the exotic lure that the movies 


Radio today is giving 


Here is a new magazine—the magazine the romantic- 
minded fans of radio have been looking for. Not a tabloid; 
not a technical journal; but an intimate magazine of the 
lives and ways and thesuccess-stories of radio personalities. 


Already the demand is known. RADIOLAND will 
almost unfailingly sell at least 150,000 copies—every copy 
bought for 15 cents at the newsstands. 
tion is absolutely guaranteed. 


135,000 circula- 


Act now to tie your program up to this magazine. 
Tell the fans where to look for your feature. 
story, in connection with those other stories that thousands 
upon thousands will read in this new 96 page home mag- 

At present, we are offering RADIOLAND 
for only $270 a page (a cost of es 
not more than $2 per page per 
thousand—probably a good deal 
lower) for this selected group of 
hero-worshipping radio listeners. 
See the current issue (on the 
Then write at 
once to the nearest Fawcett 


Tell its 


NEW YORK 


space averaging 1,000 lines in each 
of the papers mentioned, at intervals 
of about ten days. 


Will Extend Campaign 

Other territories will be invaded 
with copy as soon as production 
and distribution facilities allow. 

The company is an outgrowth of 
an old English firm which invaded 
Canada some years ago, and which 
has also achieved some success in a 
limited territory in New England. 

Current copy, which will run in- 
definitely, features “Toasted Cheese 
Thins,” which are declared to be the 
thinnest crackers of their kind ever 
made. Nothing but twoyear old 
Wisconsin Cheddar cheese of the 
finest quality is used in them, ac- 
cording to company officials who say 


FAWCETT PUBLICATIONS, Inc. 


LOS ANGELES 


that this cheese imparts a flavor of 
more than usual zest. 

Dealer helps, window displays, 
and store sampling are also being 
used intensively in introducing the 
new product to the Chicago market. 
Erwin, Wasey & Co. is in charge. 


Phillips Food Reorganizes 


Phillips Food Products Company, 
Tulsa, Okla., maker of Vita break- 
fast and health foods, has been re- 
organized, and will soon begin pro- 
duction in a new plant. 

An aggressive merchandising caimn- 
paign will be launched shortly, it 
has been announced, with initial dis- 
tribution limited to Oklahoma, 
Texas, Kansas, Arkansas, Louisiana, 
Missouri, New Mexico, Colorado and 
Tennessee. 


SAN FRANCISCO 
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ADVERTISING AGE 


July 22, 1933 


Medart Names Mogge 


Advertising of Fred Medart Manu- 
facturing Company, St. Louis, maker 
of lockers, steel shelving, gymnasium 
and playground equipment, has been 
placed with Arthur R. Mogge, Inc., 
Chicago. 


Hall Is Vice-President 


Fred M. Hall has been elected a 
vice-president of Bell & Howell 
Company, maker of motion picture 
equipment. He will have charge of 
eastern offices, with headquarters in 
New York. 


Bost to Erwin, Wasey 

Bost, Inc., New York, manufac- 
turer of Bost Tooth Paste, has ap- 
pointed the New York office of Er- 
win, Wasey & Co. 


Barbasol Adds 
Safety Razor, 
Blades to Line 


New York, July 20.—The Barbasol 
Company, Indianapolis, manufac- 
turer of Barbasol brushless shaving 
cream, has added a safety razor and 
blades under the same brand. Erwin, 
Wasey & Co., Barbasol agency, will 
handle the advertising. 

The blades, double-edged and slot- 
ted, are sold in packages of two and 
five, the former retailing for ten 
cents and the latter for 25 cents. 
Like the razor, the blades are pack- 
age-identified with Barbasol. 

Test newspaper campaigns 


are 


now running in several sections of 
the middle west and plans are being 
made for an intensive national cam- 
paign in the early fall. 

The point of purchase campaign 
for the razor features the testimonial 
of “Singin’ Sam,” who recommends 
the Barbasol product as a “real he- 
man blade.” Two display cards are 
being used for the blades, one con- 
taining 20 packages of the two blade 
size and the other 20 packages of the 
five-blade size. 


Weed le Munvesentetins 


Jack Weed, formerly western rep- 
resentative of Chilton Class Journal 
Company, and later business man- 
ager of Detroiter. has been named 
Michigan representative of Automo- 
tive Daily News. 


Elected A. B. C. Director 


Grafton B. Perkins, advertising 
manager, Lever Brothers Company, 
has been elected a director of Audit 
Bureau of Circulations, representing 
advertisers, succeeding Felix Lowy, 
resigned. 


The Brotherhood of Locomotive 
Engineers, at its seventh triennial 
convention in Cleveland this week, 
elected Paul Smith of Chicago edi- 
tor of Locomotive Engineer Jour- 
nal, succeeding Carl Rudolph. 


Geyer Promotes Haren 


W. M. Haren, space buyer and pro- 
duction manager in the New York 
office of the Geyer Company, has 
been named account executive. 


Why don’t you get your brand into the hospitals? 


You think it is the purest, finest, most appetizing, most 
nourishing product of its sort on the market. 
actly the sort of beer that ought to be served to patients 
visitors and personnel in the hospitals. None other is good 


enough. — 


There are a lot of people in the hospitals; enough to fur- 
nish a lot of business to the brand of beer that gets recog- 
nition in this field. Over Eight Million patients pass 
through hospital doors in the course of a year—and 700,- 
000 of them are nursing mothers. And there are a million 
resident personnel, most of whom like their beer. 

ical indorsement of good beer is pretty general, too. 


Add hospital indorsement, indicated by the appearance of 
bottles bearing your brand, and the effect on the general 
public through the millions passing through the hospitals | 


A Suggestion 
To a Leading Brewer 


can readily be appreciated. 


In many States it has been ruled that hospitals are not sub- 
ject to the licensing requirements imposed on dealers, and 
this should become the general rule. Here is a market worth 
while for its own sake, and even more worthwhile in its 


sampling influence on the general public. 


We have some information on the subject that might interest 
you, gathered for use in our Food Department. 


Hospital Management 


537 S. Dearborn St., 


Chicago 


A, B.C.—A. B. P. 


330 West 42d St., 
New York 


That’s ex- 


bd 


Med- 


RADIO BLAMED — 
FOR TROUBLES 
OF COMPOSERS 


‘‘Murder of Music’’ Described 
in Booklet 


New York, July 20.—The Amer- 
ican Society of Composers, Authors 
and Publishers, which recently failed 
in its attempt to secure higher roy- 
alties for the use of music on radio 
programs, has given its side of the 
controversy in a booklet just issued. 

The title is “The Murder of Mu- 
sic.” This is based on the conten- 
tion that radio has shortened the 
life of musical successes so greatly, 
and paid so little, that the composer 
must observe union hours if he is 
to eat regularly. 

“The result is inferior music—an 
enforced product—and genius does 
not labor well under pressure,” the 
booklet points out. 

Once upon a time a song, if it 
caught the public fancy, was pop- 
ular for sixteen months, it is ex- 
plained. Radio, relentlessly feeding 
it to its audience day after day and 
night after night, has cut its life 
to a scant three months. 


Rewards Are Small 


And its reward to the composer 
is pitifully small, it is contended. 
The public pays a huge sum for 
musical entertainment but only $1,- 
704,000, or less than one-tenth of 
1 per cent, finds its way into the 
pockets of the men who set the 
country humming some new hit. The 
movies get $1,500,000,000; radio, 
$525,000,000; theaters and concerts, 
$166,000,000; dance halls and night 
clubs, $23,725,000. 

Radio is also blamed for the 
blight which has fallen on the music 
trades, formerly benefactor of the 
composer. Piano sales have declined 
from 93 million to 12 million dol- 
lars; phonograph records, on which 
the author received two cents each 
as royalty, from 22 to less than 5 
million dollars. The composers, who 
once received $887,000 a year from 
this source, now get only $86,600, 
with further declines forecast. 

Sales of sheet music, also a boon 
to the composer, have fallen from 
the 1926 peak of $3,447,000 to a 
mere $827,000. And the end is not 
yet in sight. 

This leaves radio, the composers 
argue, as almost the sole outlet for 
their talents. Unless radio responds, 
the production of songs will be lim- 
ited strictly to “blues” numbers, the 
society implies. 


J. D. Spurrier Buys 
“Drug Bulletin” 


J. D. Spurrier, sales consultant in 
the drug industry and at various 
times connected with Frederick 
Stearns & Co., Saturday Evening 
Post, and United States Advertising 
Corporation, has purchased Drug 
Bulletin from E. D. Irvine of Chi- 
cago, and has moved the _ publica- 
tion’s offices to 1213 W. Third St., 
Cleveland. 

Under its new owner Drug Bul- 
letin will confine its circulation to 
independent druggists of better than 
average financial standing, its circu- 
lation list being checked each month 
by retail credit authorities in each 
section of the country, with only 
those druggists who pay their cur- 
rent bills weekly being retained on 
the list. 


New Dubuque Station 


R. W. Hoffmann, Joliet, Ill., will 
launch radio station WKBB, with 
transmitter at East Dubuque, III, 
and studios in Dubuque, Ia., early 
in August. J. W. Baker will man- 
age the station. 


Floyd-Wells Appoints 

Aitkin-Kynett Company, Philadel- 
phia, has been named to handle ad- 
vertising of Floyd-Wells Company, 
Royersford, Pa., manufacturers of 


gas and electric ranges. 
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ADVERTISING AGE 


NATURAL GAS IS 
SUBJECT OF BIC 
HEATING DRIVE 


ny 


Chicago Company Capitalizes 
New Low Prices 


Chicago, July 20—Announcing 
new low prices that vastly expand 
its market for gas heating, the Peo- 
ples Gas Light and Coke Company 
began a campaign this week de- 
signed to destroy any lingering re- 
sistance to this type of heating. 

The initial full-page newspaper 
advertisement, placed by Lord & 
Thomas, announced startlingly low 
terms. The house heating division 
of the company is prepared to install 
a modern gas burner in any type of 
furnace or boiler without any initial 
payment. 


During the nine heating months of 
the first year the buyer will merely 
pay $3 a month rental for this equip- 
ment. Nothing will be paid during 
the three summer months, when the 
heating system is idle. 


A Year’s Trial 


This rental charge will be sent 
with the regular monthly bill for 
the gas used. If, any time during 
the first year the buyer becomes dis- 
satisfied with gas heating, he may 
order it out, the rental ceasing im- 
mediately. The gas itself is now be- 
ing sold at one-half the price quoted 
in 1929. 

This generous offer, the company 
believes, will generate enough en- 
thusiasm among 150,000 prospects in 
the immediate Chicago territory and 
90,000 others in outlying sections to 
induce them to take immediate ac- 
tion. 

However, the advertising is not 
assigned the entire selling job. On 
the contrary, no fewer than 500 field 
men will comb these selected home- 
owners for orders. This field force 
is now receiving the last instruc- 
tions and will shortly challenge the 
inertia which is the only serious bar 
to its success. 

The initial page of advertising was 
bordered with eight drawings, each 
picturing the unhappy life of the 
homeowner under ordinary condi- 
tions. Since each scene was laid 
during the winter months, with a 
blizzard howling around the house, 
and since the temperature when the 
copy appeared hovered around the 
90 mark, the illustrations provided 
a welcome relief from immediate 
reality. 

“Last year,” said the caption 
under one drawing, “the big blizzard 
caught the W.’s without fuel. Mr. 
W. and Jr. caught cold. Result— 
doctor’s bills, absence from office and 
school—more work for Mrs. W. This 
year the W. home is heated by gas 
that never runs out and _ inside 
they’re snug and warm.” 

Another picture showed a spirited 
ping-pong game in progress, with 
the explanation that “this is what 
used to be the coal bin in the C. 
home.” 

Another showed a white hand ad- 
justing a gadget. 


Pictures Contrast 


“This,” said the caption, “is a 
picture of a woman taking care of 
the furnace in a gas-heated home. 
She used to shovel—shake the fur- 
nace—clean out ashes—on occasion 
split kindling and build a fire.” 

There was also a jeer at another 
competitive fuel. 

“The H.’s fuel tank would be 


empty just during a blizzard like 


this and it looks as if the H.’s will 
have to freeze for a while or move 
to a friend’s home. And when the 
snow is gone and Mr. H. finds an- 
other big rut across his lawn where 
a fuel delivery truck ran over his 
grass—there’ll be another gas-heated 


_ home.” 


The new prices are made possible 
by the use of natural gas. The new 


campaign is being waged not only 
by the Peoples Gas Light and Coke 
Company, but by two affiliates. Pub- 
lic Service Company of Northern 
Illinois and the Western United Gas 
and Electric Company. 


“Police Gazette” 


Will Come to Life 
The Police Gazette, which went 
into bankruptcy last year, will be re- 
vived in September by the Police 
Gazette Corporation, New York. The 
paper’s assets brought $545 at auc- 
tion in May. 
The members of the publishing 
corporation are Mrs. Merele Williams 
Hersey, Irving Donenfield and Harry 
Donenfield, all principals in the Mer- 
wil Publishing Company, New York, 
which issues Spicy Stories, Pep and 
La Paree. 


Harry A. Rick 
Is Drowned In 
Lake Michigan 


Chicago, July 20.—The body of 
Harry A. Rick, brilliant copywriter 
and account executive for Lord & 
Thomas, was recovered from Lake 
Michigan yesterday. Mr. Rick, who 
had been missing since last Satur- 
day, is believed to have fallen over- 
board from the yacht on which he 
spent Saturday afternoon and eve- 
ning. 

The advertising man, who was 41 
years old, enjoyed a long and suc- 
cessful career. He spent six years 
with Henri, Hurst & McDonald, leay- 


1925 to establish his own 
He abandoned this effort to 
become western manager for the 
George L. Dyer Company, whence 
two years later, he went to Lord & 
Thomas. 


ing in 
agency. 


Was on Vacation 

Mr. Rick was on his vacation when 
he met his tragic end. He spent 
Saturday on the yacht of Henry J. 
Stephens, of the advertising service 
organization of Stephens & Marsh, 
watching the arrival of the Balbo 
air fleet. He enjoyed dinner on the 
yacht and some time later in the 
evening, it is believed, fell over- 
board, while other members of the 
party were on shore. 

He was happily married and was 
the proud father of twin girls, Mari- 
lyn and Margaret. 


Gets Dayton Clarifier 


Advertising of Dayton Clarifier 
Company, Dayton, O., maker of Saf- 
T-Clarifier, an oil purifier for 
automobile motors, has been placed 
with Parker Advertising Company, 
Dayton. 


Essex Radio Equipped 


Hudson Motor Car Company, De- 
troit, and Grigsby-Grunow Com- 
pany, Chicago, will make joint cap- 
ital of the fact that the Essex Terra- 
plane is the first car to include a 
radio set as standard equipment. 


Account for Japha 


Harvey & Carey, Inc., western 
New York drug chain, has placed 
advertising of its “Meetin’ House” 
luncheon balconies with Japha Ad- 
vertising Agency, Buffalo. 
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in the Union attend Chi- 


cago's "A CENTURY OF PROGRESS" EXPOSITION 


daily. 


They stay on an average three days. 


They come to see things. 


They have no established reading habits nor grooved 


buying habits. 


Added to this representative national audience is the 
resident market of Chicago—normally the second mar- 
ket of the nation, but today the first market in spending. 


In Chicago an Outdoor advertiser pays for local cover- 
age and receives in return a representative national 
market because Outdoor Advertising reaches the tran- 
sients as well as the local residents in a most familiar 


language. 


Write, ‘phone or wire for details. 


515 South Loomis St., 
Chicago, Ill. 
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MERCHANDISING 
OF ADVERTISING 
BEING OVERDONE 


Roy Sees Ideas As Big Need 
of Retailer 


Chicago, July 20.—‘“Manufacturers 
must cease to be content when they 
have gotten goods into a store. They 
must hold fast to the eternal truth 
that no sale is completed until the 
product has been put into use by the 
consumer.” 

That is the view of W. L. Roy, well 
known merchandising expert, who is 
spending a few days in Chicago. Mr. 
Roy was formerly general sales man- 
ager for the Hickok Manufacturing 
Company, Rochester, N. Y., and the 
Amity Leather Products Company, 
West Bend, Ind. 

After leaving those companies, Mr. 
Roy completed his sales education 
by studying merchandising methods 
in 32 foreign countries. He has just 
recently returned from this world 
tour. 

“I am, of course, sold on advertis- 
ing,” said Mr. Roy. “I regard it as 
an essential part of the selling pro- 
cess. Nevertheless, it is only half 
of the operation. 


Practical Ideas Needed 


“I am inclined to the belief that 
advertising is being too well mer- 
chandised to retailers. They are be- 
ing sold advertising, when what they 
are sadly in need of is a few prac- 
tical ideas that will complete the 
work started by the advertising.” 

Mr. Roy, who is devoting his time 
to the counseling of stores and train- 
ing of employes, gave a case to il- 
lustrate what he was talking about. 

“I went into the hosiery depart- 
ment of the store I was counseling 
just before Mother’s Day,” he said, 
“and asked the young woman in 


charge what she was going to do to 
get sales. 

“She gave the usual answer: ‘Ad- 
vertise and use window displays.’ 

“I asked her if she had a list of 
her best customers. When she re- 
plied in the affirmative, I suggested 
that she get their husbands on the 
telephone, point out the imminence 
of Mother’s Day and suggest a half 
dozen pairs of a certain brand of 
stockings as an acceptable gift for 
the occasion. 

“She followed this plan and sold 
about $300 worth of hosiery in a few 
hours. 


“That’s what I mean by sales 
ideas. That's what the retailer in 
every line is crying for and that’s 
what is being denied him by the vast 
majority of manufacturers.” 

Mr. Roy said that the problem is 
particularly acute in department 
stores because the buyer is usually 
too busy buying to be able to devote 
much attention to the education of 
the girls behind the counter. 


Should Visit Department 


He believes, however, that no 
salesman who has succeeded in sell- 
ing the buyer should leave that store 
until he has visited the department 
in which he is_ interested, and 
dropped a few ideas which the sales 
girls can put into effect. 

“Fewer selling ideas and more 
sales ideas” is the way Mr. Roy sum- 
marizes his theory. 

He learned something about sell- 
ing in every foreign country he vis- 
ited, he says. The glittering palaces 
called department stores were miss- 
ing, but the selling sense was usually 
in evidence. 

In the port of Algiers he found 
one vendor selling twice as many 
peanuts as any other. It took him 
a half-hour to find that the reason 
was that this vendor had put all of 
the big nuts in the center of the pile, 
taking advantage of a principle well 
known to window trimmers. 

Returning to the American situa- 
tion, Mr. Roy said that it is of course 
true that not every department in 
every store is losing money. How- 
ever, there are few which cannot 
profit from good ideas. 


July Issue 
Shows - - 


502 New PG sxe 


newly advertised products or advertis- 
ers who have resumed magazine adver- 
tising after a lapse of six months or 


more. 


THis i is live and important information . . . 
It is only one of the features of National 
Advertising Records that aid publishers and 
advertising agencies in keeping their fingers 


on the pulse of advertising activity . 


. Who 


are the active advertisers—what publications 
are they using—and what is the extent of 


their expenditures? 


National Advertising 


Records gives you the answer to all these 
questions promptly and correctly. 


If you are not entirely familiar with the many 
features of National Advertising Records we 
would be pleased to give you further infor- 


mation. 


Address either office. 


The Advertising Record Co., Inc. 


43 E. Ohio Street 
Chicago 


853 Broadway 
New York 


NATIONAL ADVERTISING 


RECORDS 


ACTION COPY BOOSTS MAYTAG SALES 


ies Sashect on Mt Model 


ACT NN 


FOR AS LITTLE AS 


93 


™ — ' 


GET YOUR. 


MAY 


Never before such low prices! Maybe 
never again! Buy now and be sure of 
owning the world’s finest washer at the 
lowest price ever known! Come in today! 


THE MAYTAG COMPANY 


FOUNDED 1893 - NEWTON, IOWA 


NEW LOW PRICES ON ALL MAYTAGS EQUIPPED WITH GASOLINE MULTILMOTOR 


resu 


Typical newspaper copy in the drive of Maytag Company which has 
fed in large increases in sales. 


Masonite Wins 
Court Battle 
with Celotex 


Philadelphia, Pa., July 20,—The 
Masonite Corporation of Chicago has 
the exclusive right under its patents 
to manufacture hard boards of 
pressed wood not only from fibers 
obtained from wood of trees, but 
from any woody material when made 
by the Masonite process. 

This opinion was given by the 
United States Circuit Court of Ap- 
peals in reversing the District Court 
in a suit brought by Masonite against 
the Celotex Company. 

The Masonite patent covers a 
process for taking wood or woody 
material apart and putting it to- 
gether again without requiring the 
addition of any foreign binder sub- 
stance in such a way that, according 
to the court, “practically all the ad- 
vantageous characteristics of wood 
are retained, some of the disadvan- 
tageous characteristics are elimi- 
nated and new characteristics of its 
own added.” 

The court pointed out that under 
the Masonite process that “the fibers 
put back as the patent teaches do in 
some way grasp their fellows and 
hold them fast.” 


— 


Cite Recognition 


“That they could be made to do 
this was a challenge to nature,” it 
said. “And it was new. That it 
worked is shown by the acceptance 
of the plaintiff’s ‘Presdwood’ boards 
by the trades from about 5,000,000 
square feet in 1927 to about 50,000,- 
000 square feet in 1931. The value 
of Mason’s contribution to industry 
has been recognized by a grant of 
medals by the Franklin Institute and 
the Association of Pulp and Paper 
Industry.” 

Holding that the District Court had 
erred in limiting the Masonite inven- 
tion to wood and in defining wood as 
the wood of a tree, the appellate 
judges maintained the word “wood” 
and the term “woody material” can- 
not mean the same fiber source. 

“Each has a meaning of its own,” 


the opinion said, “and to each, prop- 


erly defined, the patentee is entitled. 
We think, and therefore hold, that 
the claims cover any wood or woody 
material which yields wood fiber in 
kind and quantity that will produce 
an article with the characteristics 
disclosed by the patent when made 
jn the way the patent teaches.” 


“Scholastic” a Weekly 


Beginning with the Sept. 23 issue, 
Scholastic, a national magazine for 
high school students, will be pub- 
lished 32 times during the school 
year instead of 18, with weekly is- 
sues except for Thanksgiving, Christ 
mas and Easter. Rates for advertis- 
ing will be reduced from $625 to 
$465 per page, with a circulation 
guarantee of 115,000. 


To Publish Daily 


East Iowa Publishing Company, 
Burlington, has been incorporated 
with Joseph H. Coffin as president, 
James Machholz as_ vice-president, 
and James Maxwell as_ secretary- 
treasurer. The company will publish 
a os paper in sdicseianeniiean 
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MAYTAG MAKES 
SENSATIONAL 
GAIN IN JUNE 


Newton, Ia., July 20.—That the 
public is convinced that higher prices 
are inevitable was indicated by the 
June record of the Maytag Company, 
manufacturer of washing machines, 
Shipments gained nearly 400 per 
cent over the figure for June, 1932. 

This record was established with 
the support of a newspaper cam- 
paign emphasizing sensationally 
low prices and the strong probability 
that it will be a long time before 
they will be duplicated. While this 
theme is far from new, it is pecu- 
liarly effective right now, the sales 
chart proves. 

The upward curve of Maytag sales 
started modestly in April, the line 
gradually tending to rise almost 
perpendicularly. The April gain was 
15.7 per cent; May, 82.4 per cent, 
while June was the largest month 
since April, 1930. 


Emphasizes Price 


The newspaper advertising which 
has supported the efforts of dealers 
has emphasized the price of $59.50, 
for which one model may be _ ob- 
tained. The thinking of the average 
person is stimulated with the signi- 
ficant query: 

“Tomorrow who knows? You may 
never again have an opportunity to 
buy real Maytag quality at this sen- 
sational price.” 

All newspaper advertising lists 
local dealers who carry complete 
stocks and are prepared to give 
quick service. 

Cramer-Krasselt Company, Mil- 
waukee, which handles the Maytag 
account, attributes the surprising re- 
sults of the campaign to current 
psychology. 

“The advertising emphasized the 
upward trend of prices,” said the 
agency—‘“a trend that the public ac- 
tually sees in action on all kinds of 
merchandise. No argument is neces- 
sary. The copy simply called at- 
tention to the fact that present prices 
cannot last. That the public knows 
this is evidenced by the activity in 
the stock market. 

“Any Maytag buyer must know 
that the present price is ‘rock-bot- 
tom.’ Thus the campaign possessed 
100 per cent believability—with the 
time, the price and the product just 
right.” 


Edwin W. Stillwell 


Heads Prune Growers | 


Edwin W. Stillwell, chief examiner 
of the San Francisco branch of the 
Regional Agricultural 
poration, Salt Lake City, has been 
appointed general manager of United 
Prune Growers of California and the 
California Prune Pool. 

He succeeds Francis R. Wilcox, 
who resigned to return to the Gian- 
nini Foundation of the University of 
California as marketing specialist. 


public, $7,661,000 


employ construction labor. 


330 West 42nd Street, New York, 


before them. 


a Comeneteme seman 


Important construc- 
tion contracts awarded 
week ending July 20 


Type of Work Value For Awarded to 
Serta $ 150,000 Plainfield, N. J............ WwW be gm oy Corp. 
Packing Plant .... 140,000 Hormel Packing Co........ Haglin & Sons Co. 
ED 425-3 vot 1,000,000 Frick Collection ......... phe Eidlitz & Sons 
Ss iia. < on aieiy 233,285 Oklahoma Hy. Dept....... Separate Contracts 
Water Systems 450,000 County Urban Water Co. fig Lowry Engr. Co. 
Storm Sewer ..... 748,475 Watertown, Wis. ......... Hohensee Constr. Co. 
See 877,778 Jones Beach Park........./ Arundel Corp. 

Trunk Sewer 380,260 Met. Dist. Water Supp.... Coushien & Sons Co. 
@ .. See 250,000 W. H. and Frank Schmich. “Friistern Eng. Co. 
eee Se a ee ee Wilmore Paving Co. 

, 150,000 Baltimore, Md. ........... A. Dubrov 


and others that bring the week’s total to $14,063,000. 


These successful bidders are a cross section of the engineering firms and contractors 
upon whom falls the final responsibility of restoring employment. 
It is they who buy the equipment and materials that 
spell increased employment in other industries. 


construction work means employment for nearly four men in the supplying and 
transportation industries. Unless they buy equipment and materials the objectives 
of the Public Works bill will not be fully attained. Now—when they are computing 


their bids—is the time to advertise to them. 
how 


Private contracts, $6,402,000; 


It is they who 


Every man employed directly in 


Ask McGraw-Hill Publishing Company, 
little it costs to keep your products 


hl chet las Ot Ft abi ssl ei 


Sian Ba Fa ca 


It’s advertising time in 
ENGINEERING NEWS-RECORD ‘3 
and CONSTRUCTION ‘METHODS _ 


Credit Cor- | 
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s| In Aavertisin 

= | 

) per 

1932. 

=\| There Is No Substitute For Results! 
> this 

pecu- 

sales 

sales 

> line 

Imost 
awe The steady gain in advertising volume of ADVERTISING AGE has kept pace | 
nonth with constantly increasing reader acceptance and recognition. 

wth Its all-news content, featuring the rapid, accurate and comprehensive presen- 
59.50, tation of significant advertising events each week, has given to the National News- 
ial paper of Advertising the unique characteristic that it is read immediately on re- 
wo ceipt. There is no "filing" of ADVERTISING AGE. The news demands and re- 
ity to ceives immediate attention. 
we, Thus the advertiser using its columns finds that his enterprise receives prompt 
on acceleration. His whole promotion program is speeded up. His sales story quickly 
Bn gets into the conversation of the advertising business. People absorb his message 
se — instead of doing missionary work, his salesmen can really sell. That's the sort of 
ae. recognizable results that make advertisers enthusiastic. 
d the | 
ty | With its five-column by 15-inch type page, the largest in the advertising publi- 
od at | cation field, ADVERTISING AGE supplies a powerful presentation of advertising. An 
Seven! advertisement here carries a real wallop—there is no problem of visibility or display. 
rity in | ee . 
Advertising as well as news is actually seen and read. 
know 
ck-bot- 
—? Is it any wonder that leading magazines have doubled their representation in 
aime ADVERTISING AGE in 1933; that more than one newspaper is using the publication 
exclusively; that a leading independent radio station reports that its copy in AD- 

wers | VERTISING AGE outpulls all others; that research departments of publications find 
ot the | supplies of surveys exhausted after they have been reviewed here; that agencies, 
’ een | representatives and other counselors are recommending ADVERTISING AGE with 
nd the increasing frequency and enthusiasm; and that much of the business now running has 
ee been placed voluntarily and without solicitation. 
sity of 
rlist. 

pantie All of this explains why ADVERTISING AGE has been able to show a gain of 
" 30 per cent in advertising volume in 1933, in spite of a loss for the field as a whole. 
d 
0 
Co: a * 
ns Co. 
a vertising Age 
read || THE NATIONAL NEWSPAPER OF ADVERTISING 
oacts 330 West 42nd Street, New York 537 South Dearborn Street, Chicago 
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Mason, Au & Magenheimer Con- City National nets Classified Total 
fectionery Manufacturing Company.| Sé#aqtes’’ Sold ' oo Te 4e. Tet Jee 
Brooklyn, Mason Mints and Peaks, New York ..........:- 1932 2,205,954 4,983,801 1,568,812 9,758,536 
and General Slicing Machine Com T, h “Ti 99 Diff + 66,705 —63,653 —192,314 —187,256 
pany, New York, have appointed Oo t e times ey _ 4933 784,657 2,299,508 880,155 4,266,144 
Grey Advertising Service, Inc., New GRICEMO once cccsccaccs 1932 864,881 2,234,670 597,921 4,920,239 
York. Dift —130,224 + 64,838 + 282,234 —654,088 
- = New Orleans, La., July 19.—The a “1933 “764,867 2,716,975 939,674 4,813,989 
Gets Campana Times-Picayune Publishing Com- Philadelphia .......... re Men pee a 1,306,968 4,820,107 
° ° . “ 4, 8 0, _ 0,Ue _ 27 
Advertising of the Campana Cor —. aw « oe hae — — ~ v3 ‘Eau 335 534 911 is5 333 ET 
J > sing o e . a or- - 93° 920,500 ,920,¢ o2,€2. e 2,774 
4 _|@yune, morning daily, this week pur- Detroit ..........eee0es 1932 639,212 1,756,664 546,714 —3,039°89 
poration, Batavia, Ill., maker of Cam 0 
pana ian tin an dome being | Chased the name, Associated Press| New York, July 20.—For the third Diff —18,877 —229,753 —94,091 —397,116 
handled by Aubrey, Moore & Wal-.|franchise, contracts and good-will of |month in succession local newspaper 7 - joss 520,158 1,352,246 296,197 2,168,601 
lace, Inc., Chicago. New Orleans States, afternoon daily, |lineage, generally accepted as a cri-|Cleveland ............. 1932 594,480 1,111,426 424,184 2,130,090 
neste 7 __| for $525,000 cash. The sale did not |terion of retail business conditions,| SAE 74,822 240,820 — 127,987 +38,511 
include real estate or equipment. showed a distinct upward trend dur- ici et cena rte ripe ty 
pe a Oe OE 2064040086203 R0 2 8,5 ,533, 23,665 2,599,830 
SUMMERTIME The States will continue as an aft- =e — > monthly —— of Diff —134,395 —251,060 +87,490  —301,375 
2 “a >) he , a dneneennntiinenins —————— a . ae nant 
IN NEW YORK & ernoon paper, being published from |New York Evening Post reveals. 1933 796,322 1,578,256 623,938 3,367,459 
tk: the Times-Picayune plant, but its| In that month the local lineage for|Boston ................ 1932 827,220 2,062,453 701,355 3,928'027 
aft en Sunday edition will be merged with |113 papers in 30 leading cities} Diff —30,898 484,197 —T1,A1T 560,568 
looking |, Central Park. the Sunday edition of the Times-|eaqualed 94.6 per cent of the June, 1933 434,603 1,691,429 532,689 2,958,771 
? » ; = Q29 "o7¢@ rao ROT Fe q 97 4° 
 — og ont, pleasent Picayune. 1932, figures, as compared with 90.3 WOMTEIMAOTO 2 ccc ecvececks — dopey ia tis wae met 
nights. “ ss. aint cas tedbeched sass 
$3aDay - $17 a Week Walker Ross, a member of the oad cent in May = or per cont 2 | ——___—- 7933 764,806 1,567,370 724,710 3,056,886 
private beth, tenie. Fes States staff for 48 years, will con-|April. The actual figures were|yos angeles ........... 1932 795,116 1,845,732 778,722 3,419,570 
double room, $5 a day. tinue as editor of that publication, | 41,023,474 lines in June, 1933, and Diff —30,310 —278,362 —54,012 —362,684 
2 “ 2 — ——— ————— eben 
...— a Ae while James L. Ewing, president of | 43,381,816 lines in June of last year. 1933 359,762 1,078,633 277,461 1,984,358 
Brite for Booklet AA Guest Root Deck. | |the States publishing company, and| National lineage for the group also | Buffalo ......--....---- ar suis peg 4 “ae pal 
9 tl - P F " i 192 —44,466 —22, —27,594 
— Toulmin H. Ewing, circulation di- showed an encouraging trend, the | ——_ ——— "Joss 723,944 1,163,444 564,727 2,452,115 
113 papers printing 92.9 per cent as 
BARBIZOON PAW AAN rector, will join the staff of the a & = = oe San Francisco ......... 1932 789,692 1,243,081 676,309 2,709,082 
a dad 7 Times-Picayune. many lines in this classification in Diff —65,748 —79,637  —111,582 —256,967 
101 WEST 58th STREET The States was purchased by Rob- |June as they did last year. ss 1933 482,538 1,028,468 212,755 1,673,761 
CENTRAL PARK SOUTH. N, Y, ert Ewing in 1900, and operated by Cleveland, O., was apparently the} Milwaukee ............ 1932 533,689 1,027,425 274,096 1,835,210 
him until his death in 1931, when it brightest spot in the country from{ __ Die 108,152 1,088 81,881 181,000 
, : 1933 778,542 2,233,018 814,885 3,826,445 
was transferred to his sons as trus-|the retail standpoint during the|W) ington ........... 1932 738.822 2.193.350 791.241 3,723,413 
tees of the estate. The Ewing inter-|™onth. Newspapers there carried Diff + 39,720 + 39,668 +23,644 +103,032 
ests also control two other papers in |!21.7 per cent of the local lineage | —— 1933 459,788 1,320,550 357,840 2,138,178 
Teena. which they had carried in June,|Cincinnati ............. 1932 461,524 1,329,482 385,560 2,176,566 
bow state, the Monroe News-Star and 1932 Diff —1'736 "3'932 _97'790 38 8a8 
the Shreveport Times. j — oo ed a ae 5 89S ——3- TER AE 
je : » aifen te whie ineage 1933 475,405 1,401,445 552,772 2,429,622 
Noee, Rothenburg & Jann, who| Other cities in which more aang New Orleans .......... 1932 523,098 1,415,397 413,768 2,352,263 
have heretofore represented the |% this classification was run in Diff —47,693 —13,952 +139,004 + 77,359 
Times-Picayune in the national field, ae than ors "on ae ae — F933 897,881 1,152,454 297,758 1,874,595 
. : er cent, lladeiphia, -©|Minneapolis ........... 1932 471,998 1,237,806 366,316 2,136,886 
are now representing the States as Pp nnea} ‘ 71,998 1237, , 
well ° . P per cent; Baltimore, 101.1 per cent; _ — Diff ——74,617 —85,352 —68,558 = —262,361 
oe - , Milwaukee, 100.1 per cent; Washing-| 1933 319,860 812,692 407,401 1,747,200 
a 4 ° € td 
esi nm ; ? ton, 101.8 per cent; Indianapolis, ORES 4d hb O06 o06s ec 00s 1932 Bey = eee 1,879,158 
M Diff 88,235 63,987 1,868 131,955 
- Francis arquis to 101.5 per cent; Denver, 101.1 per |— — —7953 398 517 1355-356 355-818 5005-655 
Installation Represent Soudeikine |e": Louisville, 100.6 per cent; |tnaianapolis ........... 1932 436,926 1.233.759 403.428 2.074.113 
o Sergei Soudeikine, the interna- Richmond, Va., 101.1 per cent; and Diff —38,412 +18,567 —50,616 —70,461 
. , y ‘ _ —_-: 1933 ———« 80,733 742,7 242,36 2,88 
Operation tion arise best known for his|Davton. 0. 109.1 per cent. mates 9830.73 T4a.7i1 ——-Bt,g6e 1-962. 886 
Mai stage settings for the Chauve Souris, Totals Up in 4 Cities — Ss Diff —2,687 48,273 —43,765 —44,696 
alintenanee __ pret — Ba > Se ee! ae total lmesge carried news ee 7933 734,508 1,040,262 280,997 1,755,767 
commercia in Ca. i alg sgl PROFMIGAES 605605%66%s 1932 427,082 1,235,174 338,107 2,000,363 
im Francis Marquis, New York, is his | Papers in four cities, as a group, ex- Dift +7,426 —194,912 —57,110 —244,596 
personal and managerial representa-|ceeded 1932 figures. These cities | — 7 1933 293,742 1,061,307 257,270 1,612,319 
Industry and tive. were Cleveland, Washington, New/columbus ............. 1932 366,434 1,211,188 337,415 1,915,037 
ana Orleans and Dayton. In New York, Diff —72,692 —149,881 —80,145 —302,718 
I arge Royse to New York Philadelphia, Buffalo, Washington,|~ - 1933 353,886 1,825,285 232,647 1,912,268 
~ rg.| Louisville ........... 1932 385,011 1,317,125 259,895 1,962,633 
; James S. Royse has been placed and righ age a oe ee ee : Diff —31,125 +8,110 —27,248 —50,365 
B e e in charge of the eastern office of |Pepers carried more nations! adver: | — ~ 1933 376,632 900,870 231,591 1,509,093 
Ul ings Thomson Symon Company, Terre|tising in June than in the preced-|s¢) paul .............. 1932 468.678 1,066,464 245.420 «1.780.562 
ae R Haute, Ind., outdoor advertising |ing year. Diff —92,046  —165,594 —13,829 —271,469 
1900 Prairie Ave., Chicago | firm. He will make his headquarters| Gains in total lineage, as compared | ~~ : 1933 $23,553 597,900 287,000 1,208,453 
in New York. with the same month last year, were} Oakland .............. 1932 339,075 1,077,716 389,122 1,805,913 
registered by 31 of the 113 papers|_ ss — com sarees we aera emiaee 
7 . 93: .bD 797,2: 208,132 (124,564 
oe Se ihe asi eiscescsenns 1932 183,512 822,986 250,131 1,355,231 
. : Diff —16,961 —25,662 —41,998 —230,667 
New York Mirror, News, \ |e ha = 1933. St~*™” “316,610 679.140 105.350 1.101.100 
Telegram and Brooklyn Eagle; Chi-|Birmingham .......... 1932 362,950 896,392 110,096 1,369,438 
5) y , os oan agi 
Don’t Borrow—Read Your Own cago Daily News, Tribune and) SiC 46,340 217,252 4,746 — 268,338 
Herald-Examiner; Philadelphia Rec-| aPe8 a8e,008 ene,ane soeree = «B58, 
Copy of Advertising Age! ord and Evening Ledger: Boston Richmond «o-oo EE aR Re 
e oe nak ; : ; _— en ee a i OE 5° 
Record; Detroit Times; Baltimore 1933 321,244 1,253,532 226,800 1,801,576 
American and Post; Washington|Dayton ................ 1932 364,028 1,148,868 288,470 1,801,366 
sc than Post, Herald and Evening News; Diff —42,784 + 104,664 —61,670 +210 
Advertising Age costs no more per copy Cleveland Plain Dealer and Press; ee 1983 316,736 948,276 330,890 1,595,902 
‘ > 2 € a7 99 2 9 7 
your daily newspaper. Buffalo Courier-Express and News; | Houston ....-----++++++ ane ace Ts oes "ae ane wb ey ee 
; : y ‘ —<24, —81,0: —59,962 —165,63 
Sen ai eee Chronicle; How nae Ye wi 1933. 283.259 500,069 187,138 970,466 
caatt urself an leans Times-Picayune, Item and|pes Moines ............ 1932 354,247 528,107 201.481 1,083,835 
Enter a personal subscription for yo : if d Tribune; Cincinnati Post; Indian- Diff —70,988 —28,038 —14,343 —113,369 
be sure of having up-to-date advertising informa- apolis Times; Louisville Herald-|~ 1933 15,718,487 41,023,474 13,020,940 72,706,999 
a Post: Birmingham Post; Denver WROREE hack Keeareside 1932 16,917,772 43,381,816 14,174,287 78,351,334 
tion every week ! é ° Diff 1,199,285 —2,358,342 —1,153,347 —5,644,335 
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News; Dayton Herald and Journal. 


Poetry World Pays 
Tribute to W. J. Funk 


Wilfred J. Funk, publisher of The 
Literary Digest and president of 
Funk & Wagnalls Company, New 
York, is joint recipient with four 
others of the Cora Smith Gould 
poetry prize, awarded by the poetry 
magazine published by Oglethorpe 
University. 

The poem which brought Dr. Funk 
this recognition is entitled “The 
Surgeon.” 


Union Coane Changes 


H. Dixon Trueblood, formerly edi- 
tor of the agency bulletin of Union 
Central Life Insurance Company, 
Cincinnati, has been appointed dis- 
trict supervisor in charge of the 
eastern division. He is succeeded as 
bulletin editor by Clyde Ferguson, 
for three years a member of the com- 
pany’s sales promotion department. 


Revise “Mf odern 


Business English” 


A new and “revised edition of 
“Modern Business English,” by A. 
Charles Babenroth, Ph. D., and Peter 
T. Ward, LL.D., has just been issued 
by Prentice-Hall, Inc., New York. 


The volume sells for $4. 


—New York Evening Post. 


California Brewer 


Uses Newspapers, Radio 


California Brewing Association is 
advertising Acme beer with a 30- 
minute radio program over the west- 
ern network of National Broadcast- 
ing Company, which was launched 
this week, and will be heard each 
Monday evening. 

The company is also using several 
hundred western newspapers to tie 
up with the radio campaign. Emil 
brisacher & Staff, San Francisco, is 
the agency. 


General Outdoor 
Buys Consolidated 


General Outdoor Advertising Com- 
pany, Chicago, has purchased the 
properties of the bankrupt Consoli- 
dated Poster Advertising Company. 
Louisville, Ky., for $40,050. 

Included in the _ property pur- 
chased are panels in Louisville, Jef- 
ferson county, and at New Albany 
and Jeffersonville, Ind. 


Jones’ New Account 
Richardson Company, Cincinnati, 
manufacturer of plastic material, has 
appointed the Cincinnati office of 


the Ralph H. Jones Company. 


Perfumer, Brewer 


Name Bates Agency | 


Advertising of Les Parfums de 
Molyneux, Inc., and Connecticut Val- 
ley Brewing Company, Meriden, 
Conn., has been placed with Charles 
Austin Bates, Inc., New York. 

Style publications will be used for 
the first account, and newspapers 
and outdoor in the territory served 
for the second account. 


White to Adie 
Advertising Men 


James R. White, vice-president of 
Jenkins Bros., New York, will ad- 
dress the Association of Advertising 
Men, New York, July 27, at the Hotel 
New Yorker. 

His subject will be, “How to de- 
velop and sell a new product suc- 
cessfully.” 


Beskin on Committee 


G. S. Beskin of Addison Lewis & 
Associates, Minneapolis Agency, has 
been named an associate member of 
Minnesota Year ’Round Club, Inc., as 
head of the educational committee. 
The purpose of the organization is 
to advertise Minnesota as a recrea- 
tional center. 
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STANDARD OIL 
STARTS DRIVE 
ON ‘SUPERFUEL' 


(Continued from Page 1) 
page, over the signature of Edward 
G. Seubert, president, says: 


Seubert Signs Copy 


“Driving conditions are changing 
—speed is the order of the day. Mo- 
tors are changing—compressions go 
higher and higher to meet the de- 
mand for greater power. Standards 
are changing—never has the public 
been a shrewder judge of value than 
today. Refining methods are chang- 
ing—during the past year we have 
spent millions of dollars in equip- 
ment to enable us to turn out a finer, 
purer, more accurately controlled 
product than ever before. . . So 
tomorrow we offer you a new gaso- 
line. It meets the specifications of 
many premium priced fuel. Yet it 
will cost no more than the old Stand- 
ard Red Crown. Try it. We know 
you will find it worthy of the name 
Standard.” 

The new fuel will be wine-colored 
and will contain a special anti-knock 
compound. It will entirely replace 
the present Standard Red Crown. 

Today’s copy, which also was il- 
lustrated with a huge drawing, this 
time picturing a station attendant 
ready with hose in hand to pour the 
new fuel into customers’ cars, as- 
serted that “Today at every Standard 
Red Crown pump you'll find a new 
gasoline, wine-colored and different 
from any Standard Red Crown you’ve 
ever used before. . . We have pro- 
duced this new gasoline with just one 
idea—to furnish you a product that 
is excellent not in one only, but in all 
desirable qualities . to furnish 
you a completely rounded-out super- 
fuel, without asking you to pay a 
premium for it. . . We want you 


to try it. We know you can’t buy 
anything better unless you pay 
more.” 

“Some regular gasolines equal 


Standard Red Crown in one or two 
qualities—not one surpasses it,’ copy 
continues. “And we believe that not 
one equals it in all the essentials of 
good gasoline. 


Lists Seven Qualities 


“1. Top anti-knock rating for its 
price class. 

“2. Unsurpassed in starting, 
celeration or mileage. 

“3. Free from harmful sulphur 
and gum. 

“4, Seasonably adjusted for max- 
imum power. 

“5. Absolute uniformity 
formance. 

“6. Fresher because of Standard 
popularity. 

“7, Sells at the price of regular.” 

As the newest campaign swings 
into full force it will make use of a 
list of newspapers in its trading area 
which will closely approximate the 
total number of dailies in the terri- 
tory, and in addition it will make 
use of numerous county seat week- 
lies. Extensive outdoor showings 
and tie-up material for use at serv- 
ice stations are also scheduled. 

The copy in the current drive will 
be straight selling copy, appealing to 
reasonable human beings, according 
to the company’s advertising depart- 
ment, which believes that gasoline 
copy on the whole has been so Dlat- 
ant and so over-reaching in its 
claims that the public now is in- 
clined to believe only under-state- 
ments. 

The current Standard Oil drive 
follows closely upon the heels of a 
succession of campaigns for Stand- 
ard Oil products, which have been so 
intense that many consider them 
the largest and most aggressive ad- 
vertising campaigns ever launched 
in a sectional market. 


ac- 


in per- 


Campaign Has Many Phases 


Earlier copy for the company’s 
gasoline featured the quality of its 
station personnel and the _ service 
rendered at Standard stations, a 
unique contest in which the public 


JUNE ADVERTISING LINEAGE IN FARM PAPERS 


Monthlies 1933 Issues* 1932 Issues* 
Commtry GORtleman ....cecsvcccccccoces 15,377 18,014 
eR eee eee eee 8,908 13,445 
Progressive Farmer & Southern Ruralist: 

Pe SO cc ict acaekeadd seo wennes 6,966 8,938 2 
Carolinas-Virginia Edition .......... 5,812 9,405 2 
Mississippi Valley Edition ........... 5,493 7,714 2 
Georgia-Alabama Edition ............ 5,262 9,232 2 
Kentucky-Tennessee Edition ......... 4,760 8,105 2 
i i nic eiecee heb aebbeKee veers 4,317 6,974 2 
California Citrograph .......ccsecesoes 6,893 13,256 ; 
OGRE TPN ciéccocncecvccdvscsers 6,301 10,982 a 
Cr SE ee ce crakevaweeeeaan ous 5,255 6,031 ; 
BOUMEMOPM AMTIOUIUTINE 26. cccccccecscces 4,791 6,405 : 
_,. we, . Be. a 4,617 6,244 2 
ec thee ee Ken oeeeusas 2,654 5,871 ‘ 
a areas ss a ae 6 bale 2,354 2,300 : 
PT [IED «cncacesebacecesneene’s 2,299 4,372 . 
Wyoming Stockman-Farmer ........... 2,071 3,124 5 
i etek heehe ee bh beh eran dee 1,870 4,880 ‘ 
rr Cr tc éaen ends seaeeaen 1,709 6,090 2 
SHiorida GrowerF ....6sccccscccccce May 7,307 May 10,323 ‘ 

Semi-Monthlies 
Oklahoma Farmer-Stockman ........... 6,844 14,947 
TE FN a ioe inl g aria ab .8 be K ORO BN 6,532 10,759 
i ec. sens baee eens sOee Oe ES 6,452 4,572 
i Ce neice ntcncabeekessune é 6,302 8,723 
ID BEIIEIND pcb ccccenccsrenceeces 6,089 10,577 
SOO DINU i cecdcecccanensscones 5,962 8,225 
Kansas Farmer (Mail & Breeze)........ 5,853 13,325 
RE NNO cancer cccerecacesrsseone 4,806 5,730 
SE DO ccvcaweccecnsseesceneseeus 4,675 8,263 
Indiana Varmer’s Guide ......cccsccesse 4,672 7,384 

Bi-Weeklies 
Catitermia Currivater 2... .cccccscereccne 11,279 2 16,504 4 
Wallace’s Farmer & Iowa Homestead... 9,691 2 13,916 2 
Pennsylvania Farmer ........cccccccces 8,596 2 14,240 2 
ee ee ree eee 8,001 2 16,959 2 

rn nea ieee er eees 6,348 eS 8 8}§© ¥eeee 
I, SN 660.6 0 5.0.9.56.000 8d 068 7,886 3 13,377 5 
CPOROR POPU cccccccceccercavccsccees 7,679 3 13,387 5 
American Agriculturiat ......cccecsccce 7,533 2 9,884 3 
The Farmer & Farm Stock & Home: 
PGE, TUNTEIOE nbc c cet er setdeseees 7,449 2 18,004 2 
Dakotas-Montana Edition ........... 5,483 2 13,986 2 
ROE DOV OUEUE 6c bce csncctacredess 2,509 S = pate 
en gh o0.60 06 6b 0 0 eed 6 &D 6,839 3 11,059 5 
Rural Mew FOrker ...scccccessccsses 6,562 2 11,808 4 
Pe, ED gcc ceccciveseesecsrven 6,472 1 12,080 2 
Wisconsin Agriculturist & Farmer.... 5,417 2 14,052 2 
Prairie Farmer: 
PE OE, ob vices seer eooeceeen 5,250 2 14,342 2 
DN, EE, pcb ce cacesresaveonoes 4,379 2 10,529 2 
New England Homestead ............+.% 5,015 2 7,112 2 
NE ND kc ccccchccsesovesagne 4,961 2 10,098 2 
ENT COUT ER TERETE TL 4,540 2 11,986 2 
American Agriculturist: 
Local Zone Advertising 
coco ccc kccceerebesr sete 574 2 2,772 3 
ge ETC TeT Tee ET eee 464 2 494 3 
IE ko ooo ba0s eerste to swans 392 2 364 3 
cb cote awed baw kee Rene 392 2 364 3 
| a eee ne eee ere re 392 2 728 3 
RS nia cb esse sacrnsentenrre nes 91 2 231 3 
LOM TMIOR 2. ccc cccccesecescvecccese — ae 1,267 : 3 
SE ere ere eae a ea re eo es es. 175 3 
eee ee es eee ee oe 5% 91 3 

Weeklies . 

Pete TNE UGGS 2.ccccccccenscesccess 17,758 a 17,394 4 

Weekly Kansas City Star: 
WRISRORE TIBITIOR once cece ces tvscends 7,331 4 11,850 5 
TER TINIOE. occ cckccece tees cecsede’s 7,315 4 10,785 5 
Arkansas-Oklahoma Edition ......... 7,310 4 10,750 5 
COME WOON bic 080652 cece redeceees 3,813 4 7,057 4 

Semi-Weekly Farm News: 
TU BRTEHED ao. 5 555.5504 0040 00 068 2,112 4 1,493 4 
PT TURN a oc 5 5.60 00460 OS dere meee’ 1,812 5 1,714 4 
erry ee ere 1,584 4 2,467 4 


Dairymen'’s League News 


*Discrepancies between these columns for 1932 and 1933, except in 


the 


ease of weeklies, are accounted for by changes in frequency of issue of the 


publications involved. 


—National Advertising Records, 
Company, Inc. 


Published by The Advertising Record 


voted and the Standard service men 
received the prizes being a feature 
of this phase of the promotion. 

Copy of this type was necessarily 
highly localized, and the same idea 
was carried out in a following series 
in which photographs of scenes well 
known to local motorists were clev- 
erly tied up with the qualities of 
Red Crown gasoline. 

Another phase of the 1933 cam- 
paign which has created much at- 
tention was built around the com- 
pany’s motor oils, and their freedom 
from “sludge.” 

The Chicago office of McCann- 
Erickson, Inc., handles Standard Oil 
advertising. 


Spencer Promoted 


L. W. Spencer, for seven years 
connected with the advertising de- 
partment of American Laundry Ma- 
chinery Company, Cincinnati, has 
been named supervisor of that de- 
partment, succeeding C. F. Homan, 
resigned. The department has been 
merged with the sales promotion de 
partment, which continues in charge 
of George G. Rups. 


Ricci with Gillette 


Louis D. Ricci, for many years 
vice-president of Foreign Advertis- 
ing and Service Bureau, Inc., New 
York, has been appointed export 
manager of the Gillette Safety Razor 
Company, Boston. The agency han- 
dles Gillette foreign advertising. 


Directs Drive for Funds 


Floyd A. Fessler has been ap- 
pointed to handle publicity for the 
Seattle, Wash., community fund 
drive for 1933-34. 


National Sales 
Division Set Up 
By Distributors 


Chicago, July 20.—Ralph L. Good- 
man, president of the Advertising 
Distributors of America, announced 
today the organization of a national 
sales division by the association, for 
the purpose of facilitating service of 
national advertisers through the cen- 
tralization of contacts. 

John B. Barry, of the House of 
Hubbell, Inc., Cleveland, the agency 
which has handled the advertising 
of A. D. A., has been named director 
of sales. His offices will be removed 
later to Chicago. 

A feature of the new plan of cen- 
tralized selling is the establishment 
of police zones. Under this arrange- 
ment key members of the association 
will police all distribution for na- 
tional advertisers in this zone. Thus 
the Chicago representative of the 
association will police Illinois, Wis- 
consin, Michigan and Ohio. 

Members are raising a fund by 
means of which to provide bonded 
service to advertisers. 


Lehn & Fink Sales 
Start Upward Climb 


Lehn & Fink Products Company, 
New York, earned $196,563 for the 
second quarter of 1933, compared 
with $117,977 for the first quarter. 

Edward Plaut, president, attributes 
the gain largely to the aggressive 
national advertising of Pebeco tooth- 
paste, Hinds Honey and Almond 
Cream, Lysol and other pharmaceuti- 


cals. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2 


HELP WANTED 


ADVERTISING SALESMEN 
WANTED 


With direct mail or printed spe- 
cialty experience. A permanent po- 
sition for man of energy and ability 
to contact high grade _ retailers, 
manufacturers and wholesalers for 
an old established, well-rated Chi- 
cago manufacturer. Liberal compen- 


sation; leads furnished; valuable 
cooperation. Exclusive territory ar- 
rangements. Write fully, giving 
qualifications. Enclose recent snap- 


shot if possible. PROCESS COR- 
PORATION, Dept. 105, Troy at 21st, 
Chicago. 


~ ADVERTISING AGENCY — now 
reorganizing, can offer an interest- 
ing proposition to one or two men 
who control some desirable business, 
particularly in the industrial field, 
and who can temporarily finance 
themselves, Box 364, ADVERTISING 
AGE, Chicago. 

ADVERTISING SALESMAN 

An opportunity is offered to a se- 
lect few men to present our direct 
mail service in Chicago. National 
organization; established in 1889; 
financially strong and prepared to 
offer you every cooperation. Com- 
missions paid on acceptance of or- 


der. Advertising experience desir- 
able. Phone Randolph 1896 for ap- 
pointment. 


DIRECT MAIL 


DIRECT MAIL DEALERS—Ad- 
vertisers—Get this new publication 
—the Mail Order Journal—published 
for direct mail dealers, advertisers. 
etc. Low advertising rate—5000 cir- 
culation. Sample copy, 15c. Year’s 
subscription at special rate of $1.00. 
Good only 90 days. Subscribe NOW! 
Advertising rate card on request. 
Write! The Mail Order Journal. 
Box 15, Hays, North Carolina. 8-13 


POSITIONS WANTED 


TYPOGRAPHICAL EXPERT—Na- 
tionally known—can be exploited as 
selling asset—bargain if confidential. 
Box 365, ADVERTISING AGE, Chicago. 

COPYWRITER—HEight years’ ex- 
perience in publishers’ advertising. 
Box 366, ADVERTISING AGE, Chicago. 


Has Special Issue 


Servel Sales, Inc., Evansville, Ind., 
has devoted the entire current issue 
of “Simplified Refrigeration,” its 
dealer sales magazine, to the instal- 
lations of Electrolux and Servel re- 
frigerators at A Century of Progress. 
Over 70 such installations are to be 
found on the exposition grounds, the 
publication reports. 


Gets Copeland Account 


Advertising of Copeland Products, 
Inc., Mt. Clemens, Mich., electric re- 
frigeration, has been placed with 
Halliday & Mason, Detroit. 


_ RETR RINRE sTR SPEE S 


17 BUILDING product 
manufacturers ad ve r- 
tised for the first time* 
in The Record during 
the first six months of 
1933. 

12 of these manufacturers 


are using The Record 
EXCLUSIVELY. 


* A new advertiser is defined as 
one who has never before used 
The Record or has not used 
it since 1927. 


THE ARCHITECTURAL 


RECORD 


F. W. DODGE CORPORATION 


Our “horseback opin- 


ion” is that NIRA will 


result in more and bet- 
ter advertising. 


Quality and service 
(the whereas of worth- 
while advertising), as 
against price chiseling, 
deserve a few innings. 


, > a. tir, 
'VE FOUND 
THE BEST 

HOTEL VALUE 

IN NEW YORK 

CITY 


Just think ... a mod- 

ern, new hotel, in the 

heart of New York— 
200 feet from Broad- 

way on 45th Street. 
A room and bath for one, 

$2.50; for two, $3.50. 

It's the 


PICCADILLY 


45th STREET and BROADWAY @ NEW YORK 
‘tttam Madlung, Mng. Dir. 


BEST BY COMPARISON 


"AJA X= 
PHOTOSTAT 


COPIES 


om LET US SERVE YOU am 


_33 W.ADAMS ST. CHICAGO ] 


Color Ben Day Process 
Printing on Newsprint; 
Your Plates or Ours 
Shopping News— Cleveland, O. 


BIG 


Are Your Chicago Sales Increasing? 


They should be! Chicago is Booming! Direct to the home 
Mass Plan Advertising offers a wonderful opportunity for increas- 
ing your sales in this great Central Market. 


Let us talk it over at your desk—in our office—or write 


ADVERTISING CARRIERS 


20 EAST 8 ST. CHICAGO 
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ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


FIRST BEER POSTER IN OKLAHOMA 


* Budweise 


y 


&. 


Beer was legalized on July |! in Oklahoma, and this photograph, 
made the following day, shows what is believed to be the first out- 
door advertisement for beer ever to appear in Oklahoma, once an 
Indian territory. It was installed by Shleppey Outdoor Advertising 
Company, Tulsa. 


NEW TYPE CUBE TRAY FOR REFRIGERATORS 


Photograph by Shigeta-Wright Stu- | sf é Adie ¥- Sg 
dio, Chicago, which is featured in a 
booklet giving ten 4 & foot exer- Following successful installation of these ice vending machines in 


and how! 


% 


a 
Stations Locally Owned and Operated <a 


RY: ver 


: 


Motorists passing the intersection of Fifth and Broadway in Dayton, O., blink and look again when 
they see this novel combination of two current posters. It's no news when a big dog chases a little 
rabbit, but when a big rabbit chases a little dog—well, that's something. This photograph, made 
by Fred Albert, was sent in by Hugo Wagenseil Advertising Agency. 


AID TO AILING FEET ICE VENDING MACHINES APPEAR IN TEXAS 


ICE cy 


_AMERIGAN SERVICE cone Mesh 


The booklet is being offered three California cities, Mission Ice Company, San Antonio, has in- 
McCord Radiator & Manufacturing Company, Detroit, is introduc- free in current newspaper copy for troduced them in its territory. The machine, set up in convenient 
ing this new flexible single-row ice cube tray for electric refrigerators. Bauer & Black. localities, vends neatly packaged ice. 
CHEVROLET PICTURES "SEVEN DEADLY ENEMIES" OVER 50,000 SEE ADVERTISING MOVIE 


DEADLY ENEMIES 


~ VIBRATION RIDING 


3 


- MECHANICAL 
TROUBLE Up to noon July 20, 51,443 persons, by actual count, had witnessed 


the showing of the advertising picture in this theater at A Century 


These “seven deadly enemies of pleasure driving," upon which Chevrolet has waged unremitting war, of Progress, Chicago. Current attendance is averaging 3,000 per 
were pictured in full color in the July 16 issue of “American Weekly." day. This photo was made by Kaufman & Fabry. 
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